BOOT anp SHOE 
RECORDER 


with which is combined The Shoe Retailer 


VOLUME 107 NUMBER 22 CHESTNUT AND 56TH STS., PHILADELPHIA, PA. 


AUGUST 3, 1935 Sales Offices 
239 WEST 39TH STREET NEW YORK, N: Y. 


’ In This Issue 


VERIT B. TERHUNE, President Voice of the Trade. . 
WILLIAM M. LEBRECHT, 
Gunswtinn Viesivesiiens Farmers' Cash Income Increases. 
Vice-Presidents 

ARTHUR D. ANDERSON 
H. WALTER SCOTT Lively Colors and Correct Weights 
BERNARD C. BOWEN 

LAWRENCE F. DUTTON P , 

oneness, aamemin It's the Men's Turn Now.... 

SAMUEL G. KRIVIT 





The Editor's Outlook... 


EDITORIAL STAFF Does Leather Play Part in Foot Health?. 


ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD, Managing Editor Save that Slipping Tenth 
OWEN A. THOMAS, Associate Editor 
ee TIE, PS Setaee N. S. R. A. News Bulletin. 
RUTH HARRINGTON, Fashion Editor 
JOHN J. REILLY, Art Editor 
HERBERT B. GOODRIDGE, Make-Up Editor 


New Yorkers Consider "Treaty of Peace’ 


Shoe News 


Owned, Published and Copyrighted Ads for an Early Fall Opening 
by 


© 


CHILTON COMPANY ADVERTISING STAFF 


(Incorporated) KRIVIT, . TERHUNE, JR., L. F, DUTTON, E. P. LINGHAM, GOR. 
Executive Offices: S- 535 West Nout B * New York, N: Y: DON SCOTT, FREDERICK A. RUS- 
Telephone: Pennsylvania 6-110. SELL, 140 Federal St., Boston, Mass 


Chestnut and 66th Streets, Philadelphia, Pa. Talalune: Liew 4460. 
C. 4. MUSSELMAN, President B. C. BOWEN, PHILLIPS G. TERHUNE. 
ALLAGHE 


FRITZ J. FRANK, Executive Vice-President ROBERT A. G R, 209 S. 
State St., Chicago, Ill. Telephone: ai 
Vice-Presidents Wabash 6058. 


Flin aig nnn HUGH M, BOWEN, 1627 Locust St., $ Hn Pillodsiehic. Par Poterhawe: 
EPH 8. DRE A ‘ ocust St., St. ts., ade ia, a. elephone: 

= - wand Louis, Mo. Telephone: Garfield 3347. Sherwood 1424. 

GEORGE H. GRIFFITHS 


EVERIT B. TERHUNE 


ERNEST C. HASTINGS Memper, Audit Bureau of Circulations: Member, Associated Business Papers. 
WILLIAM A. BARBER. Treasurer Published every Ravendee, Subscription Price: United States and Possessions. Mexico, Cuba. $3.00. 
JOHN BLAIR MOFFETT. Secretary Canada, $2.60 extra; Foreign: $10.00 a year. Single copy 25 cents. 














Page 10 BOOT AND SHOE RECORDER, August 3, 1935 


Not Only Style—but 
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that sell! 


@ Paradise Shoes for Fall have everything 
that makes them fast moving and profit- 

















able—every number is chock full of "sales 
appeal!" 


See the line in which every 
new style trend has been incorporated 





For months Paradise designers have been 
in constant touch with the foremost style 


authorities and have created a line for Fall z, , 
The “Topper.’’ One of 


the new smartly styled 
Paradise creations for 
Fall. * Design patented. 


° ees 





that are sure-fire sellers. 


The Most Outstanding Line in wat i le 
the Women's Shoe Industry hs) wredle aut 


Now—more than ever before— 
There is Profit in Paradise 


Nationally Advertised 
Nationally Known 
Miss Florence Rice poses in a pair of Tango Flexible Instep Pumps. 


Nationally Accepted Miss Rice, popular screen star, is featured in "Death Flies East'— 
A Columbia Picture. 


BRAUER BROS. SHOE COMPANY, St. Louis, Mo. 
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Harry R. TERHUNE, Field Edi- 
tor of Boot anD SHOE REcorpDER, 
will complete a solid year on the 
road for the Boot AND SHOE RE- 
CORDER on Sept. 7. For a dozen 
years he has been O.P.I., the field 
editor. We plan to make that 
Harry R. Terhune day in the Re- 
CORDER office, because he expects 
to hit New York on precisely that 
day. Few men in the trade have 
ever travelled in one continuous 
trip so long a distance, covering a 
complete calendar year, a nation 
and an industry. 

His has been a roving commis- 
sion to cover. the entire country and 
to pick his route so as to be “on 
location” in the centers of greatest 
retail activity in the various seasons 
of the year. North, South, East 
and West, Harry has been every- 
where. He is the one great mes- 
senger of ideas in the shoe indus- 
try; for what he gathers in one 
place, he distributes as seeds of 
progress everywhere else. 

Most of nis trip has been in one- 
night stands and in all probability, 
he has slept in more beds in a 
period of a year than any man in 
America. When you realize that 
Harry is 6 ft. 2 in. and standard 
beds are shorter, you realize some 
of the trials and tribulations of the 
road. But, his health is glorious. 
He thrives on the venture and ad- 
venture of the road, and we look 
forward to reunion in New York 
and an O.P.I. celebration Sept. 7. 


GEORGE P. UTLEY, president of 
the Craddock-Terry Company pre- 
dicts that the company with nor- 
mal business, will end the year of 
1935 with better earnings and 
“happier results” than in any re- 
cent years. He expresses the belief 


that the Federal relief money, soon 
to be placed in the hands of many 
consumers, should be a big help to 
the retail shoe industry. He also 
added: “With some encouragement 
from Washington that will give 
confidence to business, there would 
be immediately a lot of idle money 
put to work, naturally employing 
more people than even the Govern- 
ment’s proposed spending program 


for relief.” 
* * * 


J, H. FERGERSON, women’s shoe 
buyer, the May Company, Los 
Angeles, says: 

“One cannot compromise with 
style. A style is either good or bad 
and the public knows -this long in 
advance of a buyer, in some cases. 
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It is interesting to watch style de- 
velopment, especially in this city 
where so many styles originate. 
That is the case of the flat heels 
which started in the movie studios. 
We had a hard time getting some of 
the Eastern manufacturers to make 
the shoes, but when London picked 
up the style, then Paris adapted 
‘London Flats,’ the East discovered 
a brand new type of shoe. 

“Even though this is a novelty 
couutry, we do 75 per cent of our 
business on so-called staple shoes. 
On some of our staple shoes, we 
may build ‘one shot’ shoes around 
them in a way that will move both 
the staples and the novelties.” 


* * * 


CARL M. KRAMP, shoe depart- 
ment manager, of Myers Brothers 
of Springfield, Ill., qualifies as a 
toastmaster, and at the convention 
in Springfield, played a part, giv- 
ing a shoe audience a_ hilarious 
evening. He introduced a distin- 
guished speaker as a visitor from 
London. Towards the end of the 
speaker’s address, some odious com- 
parisons were made between so- 
called British intelectuality and 
American vulgarity. At this point 
the audience become more and 
more riled and were on the verge 
of projecting cups, saucers, plates 
and other available missiles—the 
British gentleman tossed aside his 
monocle, ripped off his false mus- 
tache and exclaimed: 


“I’m a darn liar! I have never 
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been in England and I never saw 
London! I am just here pretend- 
ing to be an English gentleman and 
having a lot of fun with you fine, 
patriotic fellow-Americans.” 

The audience had a good laugh 
at itself after realizing its mistake 
in accepting as true Toastmaster 
Carl Kramp’s facetious, but effective 
introduction. 


* * * 


[ L. DALE, shoe buyer at Living- 
ston’s, San Francisco, says: 

“If shoe buyers would 
realize that now is the time to 
stabilize on prices and not to cut 
prices every two weeks, shoe retail- 
ing would be much better for all 
concerned. Marking shoes too 
cheap always causes the store’s 
trade to wonder what the trouble 
with the merchandise may be. This 
is just as true in stores whose regu- 
lar prices are $5.00 as in our case 
where the prices are two or three 
times that amount. Buyers should 
stop to think that women wanting 
shoes and seeing them in the styles 
they like, and at prices they deem 
are reasonable, are more likely im- 
mediate prospects than when con- 
tinuous sales are flung at their 


heads. 


only 
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“From the experience in_ this 
store,” he continued, “I believe that 
the reason the average store does 
not do a greater volume in the top 
grades of women’s shoes is that they 
do not carry a_ representative 
enough stock of one high grade 
brand. If a store is doing, say, 
$50,000 in good shoes, and has this 
split among six or eight houses, he 
does not have enough shoes on any 
one line to enable his salesforce or 
customers to get well acquainted 
with the fine points of the line. 
When lines are cut down to one 
major line and one next best, real 
appreciation can be easily de- 
veloped and maintained. That has 
been our policy, and we have made 
money doing it.” 


* 
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DO UNTO OTHERS! 


YOUR WAGEs ARE 


tw LAY 1 FOR, 
Rs See 
ya 


—Kiplinger of Washington says: 
"Most employers are fair." 

—And Kiplinger ought to know be- 
cause he is in the closest sort of 
touch with American business 
men. 

—Any safe, sane business man 
knows that nobody profits by 
buying an article sold at a low 
price at the expense of somebody 
else. 

—The injured party may be the 
manufacturer, the distributor, or 
the wage-earner. 

—The ideal state is one where 
everyone, all along the line, from 
wage-earner to consumer, gets a 
square deal. 

—That ideal state hasn't arrived 
yet—because we're all human 
and humans are fallible. 

—But | do believe we are develop- 
ing a more practical and humane 
attitude towards the other fel- 
low's rightt—and that’s real 
progress. 








F inst ( 2 —_ 


President 





MEYER NEUSTETER, proprietor 
of Neusteter’s, great Denver ready- 
to-wear store which operates in the 
top grades, says: 

“The automobile industry has led 
the way in merchandising in im- 
proving their products and lower- 
ing the costs. The cloak and suit 
business has caught this spirit and 
has some wonderful offering of 
quality merchandise at moderate 
prices. The shoe industry is also 
in line and is found to reflect the 
improved business trend. On my 
Eastern trip I saw many lines of 
shoes with our shoe buyer, Mr. 
Norton, and was very much im- 
pressed with them. While I am not 
a shoeman, I could see the values 
and the fashion elements so neces- 


SHOE 
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sary in order to do a real job. 
People have money to spend, but 
they are wise on how they will 
spend it. Fashion and value are 
two major determining factors 
which will play a most important 
part in the development of a satis- 
factory Fall business.” 


* * * 


ORVILLE ROMIG of Danville, 
Illinois, says: 

“One of our neighbor women 
came to our house limping and with 
her hands on her back. She said 
her back and her feet were ‘just 
killing her.’ 

“*You used to be a good shoe 
man, so they say, and I want you to 
tell me what is the matter with my 
feet. I think they are responsible 
for the hurting in my back.’ 

“T looked at her shoes, and said, 
‘Well, in the first place your shoes 
are about a size too short, they are 
too loose in the heel, do not sup- 
port the instep.’ 

“*T know,’ she said. 

“In the next place,’ said I, ‘they 
are not made over lasts which are 
your type and they are too low on 
the inside of the heel.’ 

“Well, where can I go to get 
the right kind of shoes for my feet? 


IT'S A PLEASURE 






ra 






And what will I have to pay? 
Money is hard to get.’ 

“ ‘Well, money spent for properly 
fitted shoes won’t be any greater in 
amount than you will have to pay 
to some doctor to fix your feet,’ I 
told her. 

“She grinned. ‘I paid a foot 
doctor ten dollars to fix my feet 
just last week. And he didn’t do 
them much good either.’ 

“ ‘Well, you go down to So and 
So’s and get a pair of Such & Such 
shoes. They will take an X-ray of 
your feet and if you do not tell me 
within a week, of the great good 
they have done you, I will pay for 
them.’ 

“This lady passed our house to- 
night and told me that she had 








worn those new shoes all week and 
did not know that she had feet. 
‘That was the cheapest satisfaction 
1 have ever spent money for,’ she 
said. ‘No more cheap shoes for 
me.’ ” 

And there you are. All the pub- 
lic needs to make them buy better 
shoes is to have someone tell them 
about shoes that are right in fit 
and material. 








BUCKSKIN Shoes and their Imita- 
tions: In several recent instances, 
the Better Business Bureau of New 
York City has ascertained that 
white shoes advertised as buckskin 
were in fact inaccurately described. 
The following definitions have been 
submitted to the Better Business 
Bureau of New York City by the 
Tanners Council of America: 

“Buckskin—General term applied 
to leather from deer or elk skin; 
used mainly for gloves and shoes 
and to some extent for clothing. 

“Buck Sides—A term desc”ibing 
cattle side—upper leather, suede 
finish to simulate genuine buck 
skin. Sometimes designated by 
proprietary trade names such as 
‘Nub-Buck’ and ‘Ry-Buck,’ etc.” 

Various devices are employed in 
the treatment of leather in order to 
give it the characteristic surface 
appearance of buckskin. When this 
leather is accurately described, 
there is no objection to this prac- 
tice. 


The Better Business Bureau 
recommends that “buck skin” be 
used only in connection with 


leather actually made from deer or 
elk skin. It is also recommended 
that if the proprietary names 
“Nu-Buck” and “Ry-Buck” are 
used, the leather be clearly de- 
scribed as cattle-hide. When the 


words buck or elk, etc., are not used 
in the proprietary name of the 
product, it may properly be de- 
scribed as imitation buckskin. 
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THE National Shoe Travelers 
Association, and particularly the 
officers, are highly pleased with the 
report as sent out by the Interstate 
Commerce Commission recommend- 
ing reduction in all railroad pas- 
senger fares to 2c. a mile for coach 
patrons and 3c. for Pullman, with 
elimination of the surcharge on 
Pullman fares, which was found 
to be unreasonable. 

Many commendations have come 
to the office of the National Shoe 
Travelers Association on the work 
done as this particular association 
has persisted regularly in its de- 
mands on the Interstate Commerce 
Commission and all railroads to 
reduce rates so they would be com- 
parative with the buses and auto- 
mobiles carrying passengers. 


* * * 


S. C. BERGER, Director of Edu- 
cation, the Lockwedge Shoe Corp., 
speaking before the National Con- 
vention .of the American Osteo- 
pathic Association said: 

“It has been interesting to watch 
the gradual change that has taken 
place in the attitude of the public, 
the physicians and the shoe indus- 
try toward the proper care of the 
feet. 

Foot health and correct shoes 
have come to hold a_ prominent 
place in the program of every 
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progressive shoeman, whether he be 


a retailer or manufacturer. An in- 
sistent public is demanding more 
careful attention to their shoe prob- 
lems. Physicians of all schools are 
now studying the ailments which 
originate below the ankle, as they 
have learned that many conditions 
in portions of the body far removed 
from the feet are aggravated by foot 
pathology and strain. 

The public has become so foot 
conscious that the only shoe stores 
which can hope to exist are the ones 
which are making an honest effort 
to fit the correct shoe properly. 


% *% * 

















THE Dionne quintuplets are start- 
ing to walk, and newspapers every- 
where are showing glorious pic- 
tures of the five world sweethearts 
taking their first steps. Baby shoes 
in all colors and types have been 
received by Dr. Dafoe. Every item, 
large or small, sent as presents to 
the babies is listed in the thick gift 
book of the Dafoe Hospital, to- 
gether with the name and address 
of the donor. 





“GRAHAM ~~ 
WUNTER- 








“Ask him if he can't give us something besides th’ ‘Anvil Chorus'!!" 



















Meat and hides have some rela- 

tionship in price, but more sig- 

nificance as a factor of retail 
purchasing power. 


THE rise in meat prices this year is due to the marked 
decrease in supplies of meat available for consump- 
tion and some increase in consumer buying power, 
according to a statement issued by the Bureau of 
Agriculture and Economics. 

Hides and meat come from the same source—the 
food animals. 

Leather prices and meat prices in a general way go 
up together within approximate limits. 

The cattle raiser and the farmer know that when 
they bring cattle to market the price on the live hoof 
includes the hide or skin, representing from 61 per 
cent to 10 per cent of total weight. Although no 
separation of price is made at the time of purchase 
of the live animals, the hide buyer does look over the 
condition of the animal’s hide to determine the price 
that he will pay for the entire animal. If the hide is 
full of barbedwire cuts, ticks or dirt, the price is 
shaded just that much. When the hide is taken off, its 
market price is credited as a separate item against 
the meat account. 

Hides may be a separate commodity, influenced by 
supply and demand and the leather markets, but never- 
theless their price has some bearing on the higher 
prices for cattle in America and international markets. 
The shortage in meats is due in a large part to the 
great reduction in feed supplies caused by last year’s 
drought. This is doubly evident to the corn farmer, 
who finds that his corn crop is not a cash crop, but a 
feed crop. Hogs at the moment are at top levels for 
the past five years. 
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Farmer's Cash Income Increases 



































TABLE “A” 


Percentage of Farmers’ Total Cash Income Arising From Various 
Classes of Farm Products 


; Miscellane: 
Meat Dairy } Fruits and Poultry ao 
Year Animals Products Grains Cotton Vegetables und Eggs Not Given) 
1924 21.2 15.1 18.3 16.9 aa.e 6.8 9.6 
1925 23.8 15.1 15.4 17.2 12.3 7.3 8.9 
1933 20.7 20.2 11.5 13.0 14.4 8. 12.0 
1934 21.4 20.0 11.5 12.2 14.9 7.8 12.2 


1934 23.4 17.7 13.8 13.7 13.4 8.1 9.9 














The Department of Agriculture in Washington says 
the inspected hog slaughter for the current market 
year will be the smallest in 25 years. The great short- 
age of pork has been an important factor in the rise 
in beef prices, and the scarcity of the better grades of 
beef in the total supply has been another factor. These 
things point to the farmer as a better customer of shoes 
during the coming Fall and Winter because of in- 
creased income. 

The “back to the farm” movement has resulted in 
an increase of farm land prices of from 15 per cent 
to 33 per cent in the Middle West. In some states, a 
farm real estate boom is now in progress. Farm 
economists say that real estate prices are always the 
first sign of recovery and that there are evidences of 
it in the Middle West. 

Cattle prices are higher, and with range land in 
much better condition than last year, grazing is com- 
ing into its own again. We show two informative 
charts that indicate the rank of various classes of farm 
products and in every year since 1923, with the excep- 
tion of 1932, farmers and cattle raisers made more 
cash income from meat animals than from any other 
source. Few persons realize this importance of meat 
animals to the farmer’s cash income. 

It takes eight acres to raise a single steer, and with 
the increase of grazing area, plus adequate rainfall, 
there should be, in the long forecast, an increase of 
beef cattle. Measures are being taken to encourage 
the raising of cattle on acreage suitable for ranches. 

For this season, the hide and skin markets are 
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TABLE “B” 


Ranking of Various Classes of U. 8. Farm Products as Sources of 

Cash Income, 1924-1934 - 

Meat Dairy Fruitsand Poultry 

Animals Products Gratns Cotton Vegetables and Eggs 
Ist 4th 2nd rd Sth 6th 


1934 ist 


Source: Compiled from figures in the United States Department of 
ture’s “The Agricultural Situation,” May, 1934, and in its mimeograph 
release on cash income, dated January 26, 1935. 


‘icul- 
news 








stabilized in price and demand. There is no real press- 
ing shortage in hides and skins, for there is still an 
adequate supply for shoe and industrial use. The 
international market is being strengthened by the 
demand for war leathers in Europe and the Orient. 

In the United States we are going through the ex- 
perience of endeavoring to consume as much of our 
own hides and skins as possible without going into 
the foreign markets where exchange is against us. 

But, naturally, we raise no goat and kid skins, 
kangaroo and wallaby, buffalo hides or reptile skins. 
Our tanners are in the world markets every day for 
raw stock from all import sources, and the strength 
of price in these imported raw stocks is evident in 
view of our 59-cent foreign purchasing dollar. The 
important thing at the moment is to hold the markets 
to normal prices in line with what the American public 
will pay for the finished goods. A stabilized market 
will prevent increased prices, as well as decreasing 
values. 














Animal Cash Leads 


World-wide and war demand con- 

stitute a bull influence, tempered 

by the fact that when leather 

prices get too high, substitutes in- 

crease and tend to check further 
rises. 


The Statistical Department of the Commodity Ex- 
change says: 

“Raw stocks of hides in all hands at the close of 
May stood 6,674,000 hides—showing a slight decline 
from the April total of 6,762,000 hides. The current 
figure includes 951,015 hides certificated in warehouses 
licensed by Commodity Exchange, Inc. (On July 11, 
certificated stocks stood at 935,199 hides.) The cur- 
rent total also includes approximately 1,000,000 hides 
held for the account of the F.S.R.C. and about 200,000 

[TURN TO PAGE 43, PLEASE] 


Principle Import Sources 


CATTLE HIDES: 
Argentina 
Canada 
Brazil 
Mexico 
France 


Kip SKINS: 
Germany 
Sweden 
France 
Canada 
Switzerland 


BUFFALO HIDES: 
British India 
China 
Hong Kong 


Netherland India 
United Kingdom 


HorskE & CoLTt SKINS: SHEEP & LAMBSKINS: 
France New Zealand 
Canada Argentina 
Argentina Union of So. Africa 
United Kingdom Australia 
Belgium Egypt 


CALF SKINS: 
Germany 
New Zealand 
Canada 
United Kingdom 
Switzerland 


KANGAROO & WAL- 
LABY SKINS: 


Australia 


Goat & Kip SKINS: 
British India _ 
Netherland India 
Brazil 
Argentina 


Africa 


DEER & ELK SKINS: REPTILE SKINS: 
Brazil Venezuela 
China Colombia 
Hong Kong Mexico 
Germany Philippines 
Nicaragua Ecuador 


SKINS OF MARINE 


ORIGIN: 
Canada 
Norway 
Newfoundland & 
Labrador 
Mexico 
British W. Indies 




















This photograph by courtesy 
of Artcraft, shows their 
“Magic Clear" stocking. 
Two of the featured colors 
in the new vibrant color 
range are "Continental," a 
coppery shade, and a wine 
brown called 'Zombie." 


Wear luxurious |- 
thread stockings 
for evening, or 
formal afternoon. 





And 
Correct 


Lively Colors Weight 


WueEN you merchandise your hosiery this Fall, there 
are two new developments to consider. First the defi- 
nite vibrant character of the new promotional colors. 
Second—more variation in weights, and particularly 
the importance of the right stocking for tailored shoes. 
You can’t do the right job with the same safe, “go-with- 
everything” shades. And you can’t satisfy your cus- 
tomers with one number for all occasions. Hosiery 
departments, of course, can’t carry the complete stock 
that a department store can handle. But the shoe store 
must recognize that fashion in hosiery is staging a 
come-back this season . . . and plan accordingly. 

The fact that black costumes and black shoes are 
from 10 to 15 per cent less important this Fall than 
last (and brown correspondingly more important), is 
a very influential factor in your choice of shades. You 
will want more stocking colors to key in with these new 
’ browns. And there are three types of brown in the 
picture. 





From the point of view of volume, true, clear browns 
are leading. From the promotion angle—red browns 
and golden, “ginger” browns are outstanding. This 
means you will undoubtedly concentrate on a clear 
brown hosiery shades—one medium light and one 
medium dark. But you must also have a brown with 
a reddish cast and a brown with a golden cast. 

If you do a big sports and tailored shoe business and 
are promoting the Swagger, Ginger and Bourbon colors 
in shoes, then you will probably consider the new cop- 
pery, clay shade as well. This color came to the fore 
as a Spring shade to wear with blue and later with 
white. A famous mill started the ball rolling with 
their color named “Paprika.” The Textile Color Card 
calls its Fall version “Copperlite.” Many stores will 
promote it early as a carry-over color for Navy cos- 
tumes and to tune in with the bright-colored tweeds or 
“Touchdown” colors, particularly bright green and 
rust. This coppery hosiery color has great novelty im- 
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By RUTH HARRINGTON 


Wear 2-thread stock- 

ings for the cocktail 

or informal dinner 
dress. 


Wear a 3- thread 
stocking with these 
costumes. 


Suggest a 4-thread 
stocking with this 
type of costume. 





These sketches, which 
demonstrate the cor- 
rect hosiery for the 
occasion, are re- 
printed from the 
new color card is- 
sued by Brown Dur- 
rell, one of the com- 
panies promoting 
consumer education 
on the subject of the 
different thread 
weights in hosiery. 





A 5-thread or 7- 
thread stocking is 
most appropriate for 
this type of costume. 


... Lhese are the Twin 
Fashion Themes in 


portance, but its season will be short and its use is , 
limited. wi 
A number of mills are offering two real “costume Hosier ‘§ 
colors” in hosiery—wine red and green, and the best Y 
stores will promote them as fashion highlights. When 
Lady Mendl was reported wearing them in Paris, their 
stock went up several points! The reason for this 
enthusiasm was the Spring success of Navy Blue Although they are somewhat less im- 
hosiery. Pretty dangerous colors—these—as tricky for portant than last year, the taupe shades 
the average store as wine red or green shoes. But if in stockings, of course, belong in the 
you are promoting these two colors in shoes, then a Fall scheme to wear with black, the 
few pairs of matching hosiery belong in your displays. blue greens and reds, when trimmed 
A good substitute for the wine red is a new wine brown, with black or grey furs. Two taupes— 
which in a sheer stocking will blend beautifully with medium light and medium dark—are probably sufficient 
oxblood shoes and can also be worn with the warm to take care of the neutral range. Some stores have 
browns in costumes. [TURN TO PAGE 38, PLEASE] 
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Its the Mens Turn 


Illustrations show a few of many innovations or 

pleasing variations of standard types of men's . 

rubber footwear introduced by enterprising i 

manufacturers to appeal to men who like some- 
thing different. 




































Wirnout consulting a crystal ball or even conversing with , 
any of the notoriously unreliable long-range weather forecasters j 
with which this country is gradually becoming infested, we have 
reached the conclusion that retail sales of rubbers and over- 
shoes to men will be much larger during the Winter of 1935-36 
than they were during the Winter of 1934-35. There are two 
very good reasons for this: 

First—There have been sub-normal sales at retail for 
the last three years and the merchandise in the possession 
of the consumer must, of necessity, have lost its last shred 
of usefulness during the severe winter which is now 
months behind us. 

Second—The maufacturers of rubbers and overshoes, 
working along parallel lines, not only have managed to 
get into their merchandise the kind of style which men 
like; but have also contrived to make them lighter in 
weight, easier to put on and take off and with other prac- 
tical features which do not detract at all from their dur- 
ability. In most cases, it is safe to say, the light-weight 
rubber or overshoe of today is far more lasting than the 
heavy clumsy types produced not so many years ago. 

Among the features which have been brought out to tempt 
men, and in addition to those mentioned above, are brown 
rubbers for the man whose ensemble must be perfect; the unlined 
rubber which is washable inside as well as outside; the intro- 








New detailing and surface 
treatment make the two 
rubbers at the top of this 
page quite distinctive. 
Fine ribbed surface and 
absence of lining for light- 
ness are features. Observe 
also the decidely new 
styles of galoshes. 
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By OWEN A. THOMAS 


Now— 


And Style plus Health Insur- 
ance has come to speed the 


pace of rubber sales next 
season 


duction of dull finish rubbers and overshoes, some of them 
resembling moire in their finish, others patterned with tiny 
parallel lines to produce a fine ribbed effect; concealed zipper 
fasteners, one-button (glove clasp) fasteners; and even close 
approximations of an entire shoe with wing tip, foxing and 
lacing. 

There are, also, in this season’s line of rubbers and overshoes, 
refinements in the finish of the merchandise, unobtrusive orna- 
mentation resembling beading or wheeling to give a finishing 
touch to what otherwise would be a raw edge, an obvious 
tightening up of all seams. Even in the good old stand-by, the 
four-buckle arctic, patterns have been devised to hug the ankle 
more closely. 

“All of which,” remarked a merchandise man not so very long 
ago, “will have been thrown away unless the merchant changes 
his feeling about rubbers and overshoes—unless he ceases en- 
tirely to think of them as being necessary evils and begins to 
suspect that, after all, they should be carried as a source of 
profit rather than as a grudging concession to an ancient custom.” 

Let’s be frank about this feeling for a minute. It is true that 
there is not the dollar volume in rubbers and overshoes that 
there is in leather footwear. It is equally true that one of the 
irritants in the past has been that they take up too much room 
in the space reserved for stock—that no man ever thinks of buy- 
ing them until he has been caught in a storm—that the merchant 
must stock them size for size with his shoes (quite an invest- 
ment)—that mail order competition is particularly severe—that 

[TURN TO PAGE 36, PLEASE] 


Giving the rubber a shoe 
appearance is one of the 
tricky new stunts calculated 
to add the appeal of style 
to the strictly utilitarian 
purpose for which men buy 
protective footwear. Even 
the high cut types have 
been livened with new de- 
tailing. 











| NCENTIVES for going into the shoe business are in- 
creasing. This must be so, or else how can you explain 
the interest of so many young men in owning a store of 
their own? Almost daily we receive letters from young 
men who say: “We have a little money, a good name 
with our local bank, fair experience at the fitting stool, 
a basic commercial education, and we think we have 
the right spot in our town for a business to be built on 
service.” They then ask some very intelligent questions 
as to lines and types of shoes. 

All in all, this must mean something—either more 
opportunity in shoes or less opportunity in other lines. 
Perhaps it means a desire to get away from the mental 
peonage of passing package goods, over a counter and 
the desire to get into a field where more of a man’s 
common sense, experience and training go into the 
work. We think it a good sign that, though the strug- 
gle may be terrific, the possibility of independent ef- 
fort justifies the adventure. These young men starting 
in business, particularly if they have a high-school 
education or better, have an opportunity to learn in 
practice the simple economics. They may learn by ex- 
ample the contrast of the practical over the theoretical 
economics of the textbook. Nothing has the stark real- 
ity of the economics of buying right and selling right 
than shoes. Many a young man begins to learn that a 
wage and a profit come after service, not before. We 
need to encourage young men to seek for themselves 
a higher compensation through knowing that they must 
give a better-than-average effort. 

For fear that we have stressed too much the term, 
“a young man,” let us put it that calendar age has 
nothing whatsoever to do with usefulness in business. 
Give every active man a chance. You may find him in 
his twenties better equipped for the work and the world 
than many others who have spent a quarter of a century 
in trade. The trouble with the old school of business was 
that a man’s life became a trade life, morning, noon 
and night, and his friends were only trade friends. 
His narrowness was part of the old school which pro- 
duced the most “over-trade-educated” breed of shoe 





Incentive to Enter 
the Shoe Business 
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men, and the most under-educated as well. Today a 
man’s business life demands intense mental and physi- 
cal effort. But there is also the joy of living a world 
life, with an interest in the growth and development 
of children, friends and self as personalities. There 
is more to being a shoe man in business, there is the 
opportunity to be a public citizen and good neighbor 
outside of business hours. 

But back to the thought of forgetting the calendar 
when it comes to the usefulness of men in business. 
We have met many a business man whose mental age 
was 40 and his physical age was 70—capable, coura- 
geous and constructive. It was an error to date a man’s 
usefulness by the calendar—be he young or old in 
years. The traditional idea used to be to pick a young 
man “to grow and develop with the business over the 
long pull,” but, when the life of an individual business 
is short at best, the thing to do now is to pick the right 
man for the right job, with the right capacities, and 
ignore age. You are likely to find competence in any 
age level. The scheme of putting on an apprentice, 
hoping that he will ripen into usefulness in 10 years, 
is too often just another method of wage exploitation. 
The truth remains that the worker is worthy of his 
recompense. If he is given the proper financial incen- 
tive, he often works wonders in increasing productivity 
and initiative. 

This mid-Summer homily of ours should end with a 
concrete suggestion. Here it is: 

We asked the Greek running a delicatessen store in 
our town why it was that his delicatessen store and six 
others had been in continuous business over a period of 
10 years or more and at the same time four shoe stores 
have had the equivalent of a new owner every two years 
in that period of time—not one remaining in original 
ownership or management. Here is his answer: “We 
each and every one of us have a definite personal 
objective. I, for example, put away $3 every day, and 
I try to save that $3 on better store management or 
careful attention to the preservation of perishable goods, 
speedier sales thereof, economics in store expenses, even 
[TURN TO PAGE 39, PLEASE] 





UN 





BOOT AND SHOE RECORDER, August 3, 1935 


PONTAN 


UNIFORM IN TEXTURE} 
COLOR AND QUALITY SE ) i 
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No detail is overlooked in testing b | fished mater ened ond. 
ae : tions found in its use as a shoe lining. 

PONTAN QUARTER LINING before it. f :I 

leaves the Du Pont plant to become a 


part of a shoe. 


; re 
Continual laboratory tests with the best x. 


instruments known to science are the 


° 


guardians of quality and uniformity. 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same test. 





TA 


REG.U.S. PAT. OFF. 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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MA Teo 1 
HEALTH? 


Tanner Tells American Osteopathic Con- 
vention at Cleveland That Leather Is a 
Hygienic Necessity in Orthopedic Work 


THERE is an intimate relationship 
between shoes and the materials from 
which they are created, because the 
modern shoe, if serving its proper pur- 
pose is a real creation, and the subject 
to which you have dedicated yourself, 
and to which you have contributed so 
signally, the restoration and preserva- 
tion of the public health. 

Of all of the variety of materials of 
which shoes can be made, leather is 
the ideal. It is the most hygienic be- 
cause if properly made it permits the 
foot to breathe, keeping it warmer in 
Winter and cooler in Summer because 
of this. It protects the foot against 
injury more effectively than do sub- 
stitutes, and it can be made to afford 
the mellowness essential to the flexing 
of the foot, while at the same time 
giving the support necessary to meet 
the demands for style, posture and 
general health, and the beauty insisted 
upon by the fastidious wearer. 

Not all of the leather made from the 
skins of animals, fishes and reptiles 
have equal value for shoe purposes. 
Some are too spongy, others too 
stretchy, some too close textured, and 
still others lack the tensile strength 
demanded by so important a part of 
dress as the shoe. It is impossible 





within the limits of the time you can 
now give to a consideration of this 
matter to enter into the details of the 
relative values of leather made from 
the skins of sheep, pig, dog, horse, 
reptile, fish, cow, kid and calf. Sus- 
ceptible of proof is the fact that the 
material which more nearly possesses 
all of the qualities of the ideal upper 
leather for shoes and meets the re- 
quirements of both style and health is 
calf leather. It can be supplied in 
all desirable substances from the fine, 
delicate, beautifully textured skin re- 
quired for milady for the most formal 
occasion, to the more sturdy varieties 
to meet the demands for sport and 
general utility. 

Skin consists of the outer layer com- 
prising the epidermis, hair and seba- 
ceous and sudoriferous glands, the 
middle or true skin which is the por- 
tion actually converted into leather, 
and the superficial fascia which the 
tanner commonly calls “flesh.” 

Broadly considered, converting a 
skin into leather involves nine depart- 
mental operations, soaking, liming, 
bating, pickling, tanning, dyeing, fat 
liquoring, drying and finishing. 

Incorrect procedure, or neglecting 
to carefully remove all materials not 
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Does LEATHER Play a Part 











NICHOLAS J. SCHORN 
President, N. J. Schorn & Co., Detroit, Mich. 


actually components of the finished 
leather can result in “tight” leather, 
one of the most prolific causes of shoes 
burning the feet. While it is possible 
to clog the pores of the leather in the 
finishing, most of the failure of leath- 
ers “to breathe” can be traced to some 
part of the process up to and includ- 
ing the tanning. 

The style factor cannot be ignored 
even in corrective or orthopedic foot- 
wear. Wearers, both men and women, 
will insist that fashion—style—be a 
part of their shoes. But even fashion- 
able shoes are no longer fashionable 
when they have lost their shape. And 
as for the shoes which have been 
scientifically designed to cooperate 
with the foot corrective work of your 
honorable profession, they become 
worse than useless if the design fails 
because of the ability of the leather to 
reasonably fulfill its part of the pro- 
gram by assisting in maintaining the 
desired effect. It has been found that 
by employing this scientific method of 
drying that calf skins produce a 
strong, pliable leather, which because 
of its close texture and the fineness of 
the hair holes, yields a result of great 
beauty and utility. Because of the 

[TURN TO PAGE 48, PLEASE] 
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LEATHERS 


are preferred because they 
are most reliable, dependable 
and economical 
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Save That Slipping 


Holding Fast to Your Old 
Customers Is a Big Step 


Toward Increased Business 


H OW many new customers have you gained this year? 
How many old customers have you lost this year? 
Customer loss may mount as high as 15 per cent, 

even during normal times, yet a surprising number of 

shoe stores have neither efficient customer records or 
follow-up systems. 

They spend good money on newspaper advertising 
and on general mail campaigns to get new customers, 
and to sell more to active customers, but make no 
adequate provision for knowing when individual cus- 
tomers stop trading with the store, or finding out what 
has happened to make them transfer their patronage 
to some other store. 

Certain merchants have told me that it is too much 
trouble to keep a customer record system. Some of 
them had never stopped to consider how expensive it 
is not to have complete records and a practical follow- 


up system. Let’s check up on it. 


Letter in form of monthly state- 
ment sent by New York depart- 
ment store to customers who have 
not used their accounts recently. 


. E. Andruss 
2805 Creston Ave. 
New York, N. Y. 


209793 


J 


REMITTANCE DUE IN FULL ON OR BEFORE THE 10TH OF THE MONTH ¥ 
ame cma apoetes CANCELLED CHECE 10 YOUR RECEIOY 
WHE OF CREDITED On THE WERT WONTHS OnE. 





193. CHECK NO. 








Tews | CHARGES | cnsorrs | "ss Soweto 





Pmak Reeve Enowens 8 LAST MONTH'S OL 


We take this means of calling your attention to the fact 
that you have not used your charge account for some tise, 
Naturally, we are eager to have you use it more frequent- 
ly, but we believe, also, it would be to your advantage 
to re-acquaint yourself with this stote if you have not 
been in it recently. 


We have made a great many impravements in the store dur- 
ing the past year, and we are sure you will be delighted 
to see how fresh and sparkling it now is. 


We are entering the fall season with what we believe to be 
the most attractive assortments of merchandise we have 
ever offered, at the lowest prices compatible with quality. 


From time to time, we plan special sale offerings for our 

active charge customers. In the hope that you will become 
one again, we are sending you the enclosed sale announce- 

wpents.» 


Sincerely yours, 











INCORRECT I ANY PARTICULAR, PLEASE ENCLOSE CHECK FOR CORRECT AMOUNT WITH FAPLANATION OF DEOUCTION. 
ro +7 DEDUCTION 18 FOR RETURNED MERCHANDISE, PLEASE GIVE RECEIPT UMBER. 
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By R. E. ANDRUSS 
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A complete record of customer purchase (cash and credit) can 
be kept with this form made up on 5 x 7 cards. The letters across 
the top indicate the 12 months of the year. 


Suppose a store does $50,000 a year—a customer 
loss of only 10 per cent, (instead of 15 per cent) would 
mean $5,000 loss in sales. Isn’t that worth saving? 
Even if you only saved half of it, it’s worth the effort. 

The outstanding reasons why a customer ceases to 
trade at a store are: 

1. Disappointment with the service given. 

2. Dissatisfaction with the quality of merchandise. 

3. Dissatisfaction with the values offered. 

1. Compelled by economic conditions to change to 
a lower price store, selling cheaper shoes. 

In addition to the actual saving of lost customers, 
and the money their purchases represent, the replies 
to your follow-up letters will show up any weak spots 
in your merchandising and service, and thus help make 
corrections that will lessen future losses. 

Of course, the idea of “lost sales records” to keep a 
check-up on customers who do not buy, is a good one. 
These slips give helpful information, but they do not 
cover many more serious happenings. For example, 
shoes that didn’t wear, or an offense by some one in 
the store. 

A suggestion for a practical “customer record card” 
is given, which can be changed to meet the particular 
requirements of your store. 

The numbers | to 12 at the right may be used to 

[TURN TO PAGE 43, PLEASE] 
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AIR-TREDS 


20 Steps 


the ShortestRouteto Profit! 


It takes only 20 tryout steps in 
the new smarter styled, better 
made Air-Treds to clinch every 
sale. Three unusual features 
eliminate walkouts and create 
steady profitable customers. 
Air-Tred features are so simple and understand- 
able—so easy to appreciate—that any woman who REG. U. 8. PAT. OFF. 232407 


js : f CONSTRUCTION PATENT 
tries them is thoroughly sold on their unusual ili 
comfort. 


Recent improvement in factory operation plus new 
lasts and smart new patterns make Air-Treds the 
most talked-of feature line in the country. 


Write us for complete details regarding the great 
new line of $5 Air-Treds; now available with our 
established $6.50 line. 


Our cooperative merchandising and advertising 
program will interest you. 





AULT-WILLIAMSON SHOE COMPANY 
AUBURN, MAINE 
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It takes planned teamwork to win 
a baseball game. Luck is unim- 
portant compared to the value of 
skill, careful training, arduous 
practice, and organized coopera- 
tion. PLANNED ACTION 
proves its worth on the score- 
board. . . . This same kind of 
Planned Action, under the Brown 
Plan, can prove its worth on the 
scoreboard of your shoe business 
—the EARNINGS STATE. 
MENT. 


When writing advertisers please mention Boot and Shoe Recorder 
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STARTED MY TEN-YEAR 
WINNING STREAK ” 


writes R. C. Egbert, who operates a 
prosperous Brown Plan Shoe Store at 
Bozeman, Montana. 














Towin consistently over the Big League competition in the shoe 


business, one needs more than floor space and a stock of shoes. Mr. 


R. C. Egbert found out how to stay on top of i game ten years ago. 
He writes: 











“The day I decided to operate my store under the Brown 


g 
= 

b 
4 


Plan was the turning point of my merchandising career. 
That was ten years ago, and I attribute my ability to come 
through the depression years so successfully to the advan- 
tages of this system. 


“The stock control plan has enabled me to make a rapid 





turnover on a small stock, giving me larger profits and a 
cleaner inventory. 


“The advertising service is complete and up to date in every 


detail, and has been worth thousands of dollars to me. 


“The Brown Plan merchandising specialists have given me 

invaluable help and advice on every phase of shoe retailing. | 

I believe success is assured any retailer who is willing to nase 
cooperate and do his part.” 


Mr. Egbert’s experience is typical of Brown Plan operators. As a The store front reflects “Planned Action.” 
group, they are the most successful shoe retailers in America. 
“Planned Action” is largely responsible for this fact. A highly 
developed department of retailing specialists is working for them 
continually, at no cost tothem. Let the Brown Shoe representative 


explain exactly how the Brown Plan can bring increased sales and 


Drow S00 Gouge, 
ST. LOUIS 


Manufacturers of the Concentration Line — 
= ong al crows = a nave F mg 
rls and the Revolutiona ew Line of Air- 

profits to you. Step Shoes for women. - 
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"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety'’ 
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An Example in Cooperation 


New York State Retailers Postpone 
Convention to Avoid Conflict With 
Style Conference 


Monrtus ago the New York State Shoe 
Retailers Association designated early Sep- 
tember as the time for holding its 1935 
convention and selected Syracuse as the 
convention city. 

Later on, due to an oversight, the same 
dates were selected for the Spring Style 
Conference of the National Shoe Retailers 
Association and the First Showing of 
American Leathers for Spring by the Tan- 
ners’ Council of America, which events are 
held jointly at the Waldorf-Astoria Hotel, 
in New York, Sept. 9 and 10. 

When the conflict in dates was brought 
to the attention of the officers of the New 
York State Shoe Retailers Association, of 
which Charles E. Knox of Batavia is presi- 
dent and Harry A. Chase of Rochester, 
secretary, they called a meeting of the 
executive council and that body postponed 
the New York State retailers’ meeting to 
Sept. 22, 23 and 24. 

That’s an example of cooperation on the 
part of a state association in the interest of 
the National Shoe Retailers Association 
that calls for more than passing comment. 
It’s no more than would be expected from 
the loyal group of Empire State retailers. 
for ever since its organization this body 
has consistently supported the national in 
all of its undertakings. Perhaps that sort 
of loyalty and cooperation brings its own 
reward. At any rate, the New York State 
Association has lived, prospered and year 
after year holds a convention that’s so full 
of interest its members just naturally want 
to come back again and again. 

The N.S.R.A. appreciates the spirit back 
of this prompt decision and in turn recip- 
rocates by urging every retail shoe man in 
New York State to make it a point to be in 
Syracuse and attend the N.Y.S. convention, 
beginning with the opening dinner in 
honor of President Knox on Sunday night, 
Sept. 22, and staying right through until 
the close of the convention on Tuesday. 

This convention comes at a time when 
it will be very helpful for retailers who 
attend to compare notes and gain first- 
hand information on selling trends for 
Fall. The program, as usual, will be en- 
lightening, inspiring and well worth while. 
Syracuse, in the central part of the Empire 
State is easily accessible by railway or 
motor. It’s a hospitable town, as shoe men 
have learned on previous occasions, and 
every retailer is welcome. 


| 
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Check the Dates on Your Calendar 
SEPTEMBER 9 and 10, 1935 


Spring Style Conference and Leather Showing 
Waldorf-Astoria Hotel, New York 


Tuis is a year in which every merchant must plan for profit on the basis 
of definite information. The retailer who knows what’s ahead can direct 
the course of his business with intelligence and assurance. Indications 
point to better retail conditions in the latter part of this year and the earlier 
part of next year. Merchants whose socks are right will be in a position 
to profit by the improvement. 

Every retailer knows the important part that style plays in the merchan- 
dising of shoes today. Rightly used, style can be a tremendous stimulus 
to the retail shoe business. Uncontrolled or misdirected it can be the ruin- 
ation of any business. 

The Style Conference was originally planned and formulated to introduce 
a proper measure of control in the styling of shoes. It was designed to 
restore style stability at a time when the unregulated production of styles 
was threatening to demoralize the industry. To a very great extent it has 
proved successful in attaining the objectives for which it was planned and 
established. Instead of leaving style to the whim of every individual in 
the industry, the Style Conference makes it possible for retailers, manu- 
facturers’ representatives, stylists, leather men and traveling salesmen to 
sit down together and plan in an orderly way for the season ahead. It pro- 
vides a forum of information about style trends and it formulates reports 
and recommendations which direct the progress of style down the safe path 
to profit. 

Every retailer benefits because these semi-annual style conferences are 
held. But the retailers who benefit most are those who attend the con- 
ferences, participate in the discussions and share in the wealth of informa- 
tion which is made available through these meetings. 

If you have made it a practice to attend the Style Conferences regularly, 
it will not be necessary to urge you to come to this one. You know the 
value of the conference too well to miss it. If you have not attended in 
the past, this is a season in which you should make it a point to do so. 
Indications point to one of the most helpful and enlightening style meet- 
ings we have ever held. As usual, the new leathers and colors will be 
shown by the tanners, under the auspices of the Tanners’ Council. Make 
your plans now to be present and take part. Check the dates on your 
calendar. September 9 and 10, Waldorf-Astoria, New York. 








Legislative Action:--The proposed constitutional amendment which would give the 
Congress the power “to limit, regulate and prohibit the labor of persons under 18 years 
of age” was ratified by four states this year, making a total of 24 ratifications. The 
states ratifying this year were Indiana, Idaho, Wyoming, and Utah. The same proposed 
amendment was rejected by 18 states in 1935 sessions. In two of these states, New 
York and Rhode Island, no action had previously been taken. In six states the amend- 
ment had been previously approved by one house. The remaining ten states had all 
taken unfavorable action at earlier legislative sessions. 

Old age pension laws were revised in four states and new legislation was adopted 
in five states: Arkansas, Connecticut, Missouri, Rhode Island, and Vermont. Special 
sessions will be called in several states in the event that Congress enacts the proposed 
economic security bill. 

A workmen’s compensation law was enacted in Florida and amendatory legislation 
liberalizing existing laws was adopted in several other states. 
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Sidelights on Shoe Retailing 


lr you think everybody in the shoe business knows his business, take a 
look at the shoes the average shoe man is wearing. If shoemen are not 
“shoe conscious” with regard to their shoes—how do we-expect the public 


to be “shoe conscious.” 
* * * 


Joe Zahn, shoe buyer of McCreery’s, is one of the best golfers amongst 
the New York retail group. His club handicap is 11. 


* * * 


QUESTION: How much of the so-called American dollar is spent for 
luxuries ? 

ANSWER: 24.5 cents. 

QUESTION: What are some of the actual dollar figures of the expendi- 
tures in each year by the average American. 

ANSWER: 41 cents for chewing gum; $7.70 for movies; $4.50 for soft 
drinks; $6.20 for cigars; $5.10 for cigarettes; $5.15 for pipe and chewing 
tobacco; $4 for candy. 

—Amos ParrisH. 

Just to be a little facetious—judging from the receipts of some retailers 
this Spring—the shoe expenditure by the average citizen is about 30 cents 


a year. 
* * * 


Several years back, sale periods were for one or two days. Now many 
retailers evidently think that they’ve got to do a continuous sale business. 
As one retailer very aptly put it, recently: “Twelve legitimate reduction 
sales per annum might increase your dollar sales volume, by approximately 
10 per cent, but in the long run it is a slow death.” 


* * * 


A few of the 500 excuses for a sale-— 
fire 
Removal 
Birthday 
Founder’s birthday 
Overstocked 
Poor selection of merchandise 
Cash wanted 
Immediate need of money to pay bills 
Reorganization 
Enlargement of department 
Renovating department 
Etc., etc., etc. 
All good reasons why business should be run at a loss (???!!) 


* * * 
There are many in the shoe industry who believe that the industry in its 


entirety will not be considered successful until we again have dollar 
leather. 








JOHN LAYCOCK 
A new director of the N.S.R.A. 
Chairman of the By-Laws Committee 
President of the Shoe Merchants Council 
of Greater N. Y. 








Harper Sibley, new president of the 
Chamber of Commerce, says: “We protest 
against the vast, planned control over every 
man’s affairs from the bureaus in Washing- 
ton. We do not believe that the wise and 
efficient Federal regimentation of business 
is within the bounds of human ability.” 

oF * ” 

Prospect of continuing the session of 
Congress well into the Summer has pro- 
longed and added to the uncertainties at- 
tending the Administration’s legislative 
program. ae a 


The Wagner Bill for the creation of a 
National Labor Relations Board (S. 1958) 
was signed by the President on July 5. 

a” *” * 
TAKE MY TIP! 

No matter whether you are in the shoe 
business a week or a generation, I would 
recommend that you regularly read the 
Boot anv SHOE RECORDER. 

Few industries are fortunate enough to 
have a weekly that does such a thorough 
job—and to prove my point—if you have 
for any reason neglected to read the issue 
of June 29 from cover to cover, get it out 
of your files immediately—and see if you 
don’t thank me for the suggestion. 


J.J.H: 
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A GREAT NEW COMPO): 


It benefits manufacturer, retailer andj c 


Another Compo Achievement for making 
better shoes in every type of construction 


Compo Engineering scores again — this time with a wood-heeling unit which has 
been acclaimed “the greatest machine in the world for its purpose.” No longer is it 
necessary to use the destructive long screws for temporary attachment — air pressure 
and adhesive now take the place of these. Drilling through last and heel is also elimina- 
ted. Much trouble and expense are saved in the factory — and most important of all, 
the arch and whole back part of the shoe can be made firmer and stronger. 










A prominent maufacturer says: 





“This new machine improves the quality of shoemaking and is more economical 





in operation—every shoe manufacturer in the country will want to us it... 
it isa great invention and I congratulate you for the splendid improvement you 







have made in shoemaking.” 











SO NOW 


INSTEAD OF SHOES LIKE THIS ...YOU CAN HAVE SHOES LIKE THIS 


















No longer will you and your Rub your finger over the heel seat. Examine the point where the heel The steel shank piece can now} THE C¢ 
customers need to be bothered If the attachment was made by and upper meet. In shoes where extended right back tothe er porarily 
with wood heels that work the Compo machine, the surface is the Compo Wood-Heel Machine treme heel seat. (This cannot 

loose, kick under and break at smooth and even. If the old screw is used, there’s a fine, thin line in- done with the drill and screq turns, a1 
thebreast. ThenewCompounit method was used, there’s a hump, dicating a snugattachment. The old system.) The dowels can also by sole flap 
allows for a much more firm unsightly and uncomfortable. method often caused a gap, partic- longer, thus preventing the hei hee] and 
and permanent attachment. ularly in patterns with an applique. from cracking and breaking. 
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COMPO SHOE MACHINERY CORPORATION 


150 CAUSEWAY STREET, BOSTON, MASSACHUSETTS 
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THE COMPO WOOD-HEEL MACHINE performs three operations. No. 1 tem- 
porarily attaches the heel by the use of hot adhesive and air pressure. The circular table 
turns, and operator No. 2 smooths the joint where heel meets sole and cements the 
sole flap. Again the table turns and operator No. 3 rolls the flap up the breast of the 
heel and removes shoe from the machine. Capacity is in excess of 1,000 pairs a day. 


OM 


Ene ee 











S HOE merchants and shoe buyers of New York City, 
truly representative of the complete field of shoes sold 
at retail in Manhattan, were guests of Maurice Miller, 
retail executive of I. Miller and Son, at the Fresh 
Meadow Club of Long Island, July 23. 

The meeting was more than a golf tournament. It was 
an opportunity for leaders in Manhattan shoe distribu- 
tion to discuss informally the clearance problem of the 
richest market in the world. This gathering of shoe 
men was actually a meeting of about four groups of 
selling at retail, yet representing: (a) Top quality shoes 
and service of exclusive stores and ranking department 
stores. (b) Popular and superior quality footwear. 
(c) Independent small-shop, custom and quality foot- 
wear. (d) Chain store operation. 

The meeting was called to order by President John 
Laycock of the Shoe Merchants Council of New York, 
who explained that it was most informal and merely 
for the purpose of sounding an opinion as to the poli- 
cies of selling at retail that may have a collective inter- 
est through a common dating of selling events. 

Maurice Miller was host of the day. He said that the 
primary object of the meeting was social and if any 
by-product of good-will came out of it so much the 
better. His hospitality to the group of 40 merchants 
and buyers was complete, even to caddie fees. 

John J. Holden, manager of the National Shoe Re- 
tailers Association, was the only speaker at the meeting 
and after his talk it was proposed by the gathering to 
hold a meeting in early September to discuss ways and 


New Yorkers Meet to Consider 


66 
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TREATY 
of 
PLACE 


Against Ruthless Clearance 


Sales and Price Wars 


MAURICE MILLER 


Host to New York 
Merchants and Buyers 


means of limiting and timing sales. The men present 
indicated their interest in the spirit of cooperation and 


. their desire to be present at the September meeting. 


“Such conversations at a treaty-of-peace meeting serve as 
a forerunner of individual and organized thought in the 
betterment of merchandising practice for the City of 
New York. 

Admirable tact on the part of the sponsors of the 
meeting led to no fixed agreements, but rather the open- 
ing up of consideration of an association of ideas in the 
direction of selling events for’ general profit in the near 
future. Mr. Holden in his talk said: 

“The merchandising policies of the New York shoe 
retailers have a tremendous influence and bearing on 
the policies of the retail shoe industry all over the 
United States. So not only for your own welfare, but 
for the welfare of the industry in its entirety, let us 
review mid-season sales and clearance results. 

“August is the country’s greatest vacation month— 
and many do not buy their Summer shoes until late in 
July—and while I am a great admirer of rugged indi- 
vidualism, a situation has come to pass that necessi- 
tates some group industrial merchandising action. So 
I am going to suggest that you gentlemen, at an early 
date, arrange to have a meeting and discuss this most 
important matter as the sale season will have to be 
“dated” if we are going to get back to just profit 
standards. 

“We are just approaching the Fall season—and it is 

[TURN TO PAGE 42, PLEASE] 
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WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, AUGUST 3, 1935 


NATIONAL NEWS 





American Osteopaths Shoe-Minded 


Foot Section of the American Osteopathic Association 
Meets in Cleveland 





Back row: Dr. Kidder, Dr. Maxwell, Dr. Laird, Dr. Hutt, Dr. Akers, Mr. Sutter. 

Middle row: Dr. Purdy, Dr. Good, Dr. May, Dr. Snyder, Dr. McPheters, Dr. 

Stiles, Dr. Willis, Dr. Sappenfield, Mr. Berger, Mr. Ward, Mr. Lein, Mr. Mul- 

ford, Dr. Stinson, Dr. Leonard. Front row: Dr. Heist, Dr. Northup, Dr. Kistler, 
Dr. Brouwer, Dr. Groff, Dr. Clyborne. 


CLEVELAND, OHIO—At the 39th an- 
nual convention of the American Oste- 
opathic Association held at Cleveland 
last week, informal breakfasts were 
held for members of the Foot Section, 
at which time exhibiting shoe men were 
introduced to those members of the 
osteopathic profession who are devoting 
their attention particularly to the study 
of feet. These breakfasts have been 
held for the past three years in connec- 
tion with this section of the convention, 
and have become more popular each 
year. 

Speakers at the regular sessions of 
the Foot Section included beside the 
professional subjects a very interesting 





description of the process of making of 
leather by Nicholas J. Schorn of the 
N. J. Schorn Company of Detroit. S.J. 
Brouwer of Milwaukee spoke on the 
subject of “The Last Word” and gave a 
very interesting description of the mak- 
ing of lasts and problems involved in 
the last making industry. Arthur D. 
Anderson was also invited to speak on 
the subject “Cooperation Between Shoe 
Men and Professional Men in the Pub- 
lic Interest.” In the absence of Mr. 
Anderson, his manuscript was read. 
This valuable paper had all the more 
significance because of its influence on 
future research on foot mobility. Shoe 
men who appeared on the breakfast 


programs included Sidney E. Lein of 
the George E. Keith Company, G. A. 
Sutter of the Walter T. Dickerson Com- 
pany, Dr. John A. Stiles of the Ortho- 
pedic Shoe Company, Stanley C. Berger 
of the Lockwedge Corporation, C. L. 
Ward of The Field & Flint Company, 
C. S. Wolff of The Satisfactory Shoe 
Company, E. B. Stere of the J. P. 
Smith Company, and Mr. Saperston of 
the Saperston Laboratories. 


The Foot Section of The American 
Osteopathic Association was founded in 
1928 and has had a research and edu- 
cational standing committee of which 
Mr. S. J. Brouwer of Milwaukee has 
been a very valuable member for the 
past five years. This committee has 
studied foot and shoe problems and 
made annual reports of each conven- 
tion program. 

The newly elected officers of the Foot 
Section are: Dr. R. C. Kistler, chair- 
man; Dr. Edgar D. Heist, vice-chair- 
man, and J. Paul Leonard, secretary 
and treasurer. 

The prime motive of the Foot Section 


[TURN TO PAGE 38, PLEASE] 





DATES TO REMEMBER 


Buffalo Shoe Retailers Association Annual 
Outing, Orioles Patrol Home. ....Aug. 14 


Spring Styles Conference, National Shoe 
Retailers Association, Waldorf-Astoria 
DUONG Nee ccc ct neocons Sept. 9, 10 


National Leather Opening, Tanners’ Coun- 
cil . America, Waldorf-Astoria Hotel 
3: RRA ae In me OE IGEN ce Sept. 9, 10 


New York State Shoe Retailers Associa- 
tion Convention, Onondaga Hotel, 
Syracuse .............06. Sept. 22, 23, 24 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit... Jan. 12, 13, 14, 1936 


Indiana Shoe Buyers Week, Indianappolis, 
Jan. 26, 27, 28, 1936 
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Fall Shoe Q 









v..| The Style Event of the Season 
: _the First Seasonal Showing 0 







Typical newspaper advertisements used by shoe stores 
in various cities to announce their Fall openings 
last year. 
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FIRST SHOWING 
THE FASHION OF 
BEAUTIFUL NEW FALL STYLES 
Shows for Fall in all the glory of the 
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Ads tor An Early Fall Opening 


Whether You Join a Co-operative Campaign 
or "Go It Alone," Illustrations and Copy 
Should Carry a Convincing Fall Shoe Story 


THE idea of an earlier Fall shoe opening at retail 
was originated and promoted by Boot AnD SHOE 
RECORDER last year with two constructive merchandis- 
ing objectives in view: First, to put an earlier end_to 
Summer clearance sales that by mid-August have 
usually outlived their usefulness; second, to give an 
earlier impulse to Fall shoe selling and thereby 
lengthen the season of profitable operation, at the 
same time stimulating the volume of early Fall busi- 
ness through the promotion and publicity given to Fall 
Shoe Opening. 

The RecorDER’s promotion of the Early Fall Open- 
ing plan evidently struck a responsive chord among 


the retailers of the country, for the idea was adopted 
quite generally, both by individual shoe stores and 
local associations, which organized co-operative Fall 
Shoe Openings in various cities. While it was im- 
possible to measure the results in terms of dollars and 
cents or additional business that resulted directly or 
indirectly from the promotion of Fall Shoe Openings, 
expressions of retailers were generally favorable and 
this year the National Shoe Retailers Association went 
on record as endorsing the principle of early Fall 
Openings, with August 19 as the date recommended 


for 1935. 
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All Merchants can Cooperate 


in One Great 


The Opening of the Fall Season 


They may differ on clearances but they 
can unanimously agree to go after the 
high purchasing dollar at the opening 


of a season. 


Aucust 19 was chosen because it 
happens to be the Monday immedi- 
ately following the 15th, and because 
it leaves two full weeks for the promo- 
tion and sale of Fall shoes before the 
first of September, which many re- 
tailers formerly recognized as the tradi- 
tional beginning of the Fall shoe sell- 
ing season. How many pairs of Fall 
shoes can be sold in these last two 
weeks of August will depend, of course, 
in a large manner upon the locality, 
upon the weather conditions prevailing 
at the time and upon the amount of 
energy, promotion and publicity which 
individual retailers and local associa- 
tions devote to the effort to persuade 
the public to purchase Fall shoes 
earlier. 

Some retailers feel that August, for 
them, is too early to develop any con- 
siderable volume of Fall business, and 
for that reason are inclined to be skep- 
tical as to the wisdom of announcing 
Fall Openings as early as August 19. 

To meet this objection, however, it is 
contended that the advantages of 
August openings are not to be con- 
sidered merely from the standpoint of 
extra sales during the fortnight be- 
tween August 19 and the beginning of 
September. One of the most important 
results of an early Fall Opening is the 
psychological effect upon the minds of 
customers. By advancing the date for 
showing the new season’s merchandise, 
we encourage customers to think of 
Fall shoes earlier and put them in a 
mood to buy at an earlier date. The 
morale of the salesforce is improved 
by giving them something new to show 
and talk about. The depressing effect 
of a clearance sale that has lost its 
initial selling impulse is counteracted. 
The spirit of the organization is 
quickened and that in itself has a ten- 
dency to make business move forward. 


While the retail shoe store that comes 
out with interesting and attractive 
announcements of Fall Shoe Opening 
for August 19 thereby stamps itself 
as a progressive and alert institution 
and puts itself in line for a better 
season’s business, still the publicity 


1935 


Promotion— 


advantages that can come from an in- 
dividual promotion of the event will 
naturally be less than those which can 
be derived when all the shoe mer- 
chants of a community get together to 
stage a simultaneous seasonal opening, 
with co-operative publicity of a some- 
what spectacular character intended to 
make the public conscious that this is 
a real event on the shoe store calendar. 
For this reason a co-operative simul- 
taneous opening is to be recommended 
in every community where local condi- 
tions are favorable and where such a 
project can be worked out successfully 
from a practical standpoint. Many 
cities and towns are planning such pro- 
motions this year. And there is still 
time for the retailers of any community 
to get together on such a project. 


N EWSPAPER cooperation is an im- 
portant element in the effective promo- 
tion of Fall Shoe Opening. This was 
abundantly proved last year by the ex- 
perience of many merchants, particu- 
larly in communities where co-opera- 
tive promotions were carried out. In 
some cities newspapers carried special 
shoe sections, with editorial articles on 
the Fall trends in shoe styles, illus- 
trated with attractive layouts of new 
Fall shoes for men, women and chil- 
dren. The various stores carried ad- 
vertising in the section and the result 
was a massed promotion that could not 
fail to attract the attention of news- 
paper readers and make them aware 
that Fall shoe season had arrived. 
Progressive newspapers in cities of 
large or medium size will usually be 
found willing to co-operate in some such 
way as this if they can be shown that 
the advertising possibilities will war- 
rant the expense to them. Even if the 
possibilities do not warrant a special 
section, it should not be difficult in the 
limited time that remains, to induce 
papers to devote a page or a good part 
of a page in an issue just ahead of 
August 19 to editorial matter on Fall 
shoes and Fall Shoe Openings, pro- 
viding a sufficient number of retailers 
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will co-operate by carrying advertising 
in the same issue. 

The Fall Shoe Opening ads of the 
individual store should be made as 
attractive as possible, with smart illus- 
trations that carry the suggestion and 
atmosphere of Fall, attractive layouts 
and typography and copy that tells the 
story of the new Fall shoes. News- 
paper advertising should be reinforced 
with effective window displays and 
every store that decides to stage a Fall 
Shoe Opening August 19, should make 
it a point to come out with a window 
display of a decidedly new and distinc- 
tive character, tied up closely through 
background illustrations or otherwise, 
with the advertising that is published 
in the papers to herald the opening. 
Needless to say, these Fall Opening 
windows should breathe the spirit of 
the coming season and the backgrounds 
and colors should carry a suggestion of 
Autumn that will furnish a proper 
stage setting for Fall merchandise. 


Men ’S, women’s and children’s shoes 
should all be included in August 19 
Opening advertisements and window 
displays. This event comes at a par- 
ticularly favorable time for children’s 
shoe promotion, just a few weeks ahead 
of school opening. By showing the 
new styles in children’s shoes, you can 
arouse an early interest, which, with 
proper follow-up publicity as school 
opening draws nearer, should be re- 
flected in an increased school shoe 
business. In recent years a good many 
retailers have noted a tendency on the 
part of customers to postpone the buy- 
ing of school shoes until late September 
or October, the children wearing their 
vacation shoes during the first few 
weeks of the school year. Earlier pro- 
motion of Fall shoes for children should 
be helpful in overcoming this tendency, 
but stores that make a real bid for 
children’s business should follow 
through after Fall Opening with a 
carefully planned series of ads and 
windows designed to keep school shoes 
constantly before the public between 
August 19 and September 15. 
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It's the Men’s Turn Now 


[CONTINUED FROM PAGE 19] 


prices are all over the lot. In fact, 
t’hell with them. 

That’s quite a bill of indictment, but 
what are the facts today. Reputable 
manufacturers, all of whom still adhere 
to the basic provisions of the NRA 
code, find that this adherence has wiped 
out, or at least minimized price dif- 
ferentials in existence before the code 
went into effect. Even the spread be- 
tween the prices asked by the mail 
order houses, and those which the inde- 
pendent merchant must ask if he is to 
make a profit, has been appreciably 
lessened. A note of price stability is 
apparent which was not in evidence 
before. 

That seems to settle the price ques- 
tion as well as it can be settled—ex- 
cept that manufacturers also say that 
with increased manufacturing costs 
and the equally increased cost of labor 
and raw material, prices have not ad- 
vanced to the point where they should, 
and ultimately will. 

When it comes to the question of the 
size of the investment which the mer- 
chant must make in order satisfactorily 
to fit all comers, manufacturers now 
are offering rubbers made on the so- 
called “lastic” principle. Not to be 
too technical about it, any given pair 
of these rubbers will fit perfectly 
several sizes of shoes, several widths 
on each size and a wide range of toe 
shapes. They have an almost uncanny 
ability to contract and expand. 

The net result to the merchant, 
claims the manufacturer, is that con- 
siderably smaller stocks can be carried 
with no risk of losing sales because of 
inability to fit; that turn-over can be 
increased; that these rubbers are time 
savers to the merchant because he does 
not have to hunt very long before he 
finds a rubber size which will fit the 
shoe size of the customer; and that 
there is always a smaller carry-over 
at the end of the season. 

That is about as far as the manu- 
facturer can go. The rest of the job— 
getting men to buy rubbers when they 


should—is the job of the merchant, 
although the manufacturer is perfectly 
willing to help, even here, with sug- 
gestions. 

“In the first place,” says the mer- 
chandise man whom we quoted in the 
forepart of this article, “it is not 
enough to wait until it rains or snows 
and then paste a sign on the display 
window. Men can and should be edu- 
cated to buy this type of merchandise 
when the sun is shining so that they 
may have them ready when the rain 
or snow starts—not after they have 
got their feet wet. 

“There is no really good reason why 
rubbers and overshoes should not be 
given a small space in window dis- 
plays. There is no reason why, when 
a man buys a pair of shoes-and one 
shoe has been fitted, that the other shoe 
should not be handed him for his in- 
spection with a rubber on it. There 
is no reason why men should not be 
told, in retail advertising and by word 
of mouth, that rubbers are health in- 
surance—that half worn rubbers are 
worse than useless, because not only 
do they fail to keep the feet dry but 
they soak up dirt which is ground into 
the leather of the shoe—that clean 
rubbers will not harm the shoe—that 
the new type rubbers (many of them) 
are so light and flexible that, when the 
weather clears they can be tucked into 
the hip pocket. 

“Window cards could be used toward 
the start of the rainy Fall season, 
carrying the same arguments which 
have been advanced in the previous 
paragraph. In fact there is no reason 
that I can see why merchants, if they 
are going to carry rubbers at all, should 
not merchandise them in the same way 
they merchandise leather footwear. It 
is perfectly true that the dollar profit 
is less than that of footwear; but it is 
also true that it takes considerably less 
time to sell them; and there are few 
stores today which are so busy that 
they cannot afford the time necessary 
to make the sale.” 





Form New Company 


New YorK—M. K. Dun, 13 East 37th 
Street, inventor and distributer of the 
Dunde Shoe Reshaping Device, and E. 
M. Rappaport, sales manager of that 
company, have incorporated under the 
name of Vi-Ped-Ex Company of New 
York, for the distribution of Dr. Pyle’s 
Foot Oscillator, for which franchises 
are now being sold in protected terri- 
tories throughout the country. 

The Vi-Ped-Ex machine is the in- 
vention of Dr. R. E. Pyles, well-known 
Los Angeles orthopedic surgeon, who 
used the machine in his private prac- 
tice for many years before making it 
available to the general public. The 
machine oscillates the tissues of the 


feet at the rate of 1750 times per min- 
ute and thus stimulates the circulation, 
tending to normalize the arches and 
helping to eliminate joint adhesions and 
correct the spastic conditions of the 
muscles of the feet and legs. 

The Vi-Ped-Ex company controls the 
distribution of this device in 26 states 
throughout the country. 


Shoe Plant Closed 


LEBANON, OHIO — The Lebanon 
branch of the Charles Meis Shoe Con- 
pany, largest industry in Lebanon, is 
closed after 300 workers quit their 
benches and lasts on July 6, in a strike 
which was reported to be for a 15 per 
cent wage boost. 
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John Robertson Joins Colonial 





JOHN ROBERTSON 
Tanner 


Boston. — John Robertson, widely 
known finisher and japanner of patent 
leather, has joined the organization of 
the Colonial Tanning Company, Inc. 
Mr. Robertson started finishing patent 
leather as a very young man in Woburn 
with his father at L. J. Robertson & 
Sons Co. Subsequently he spent many 
years in Germany working and finish- 
ing leather and as instructor to several 
of the leading patent leather manufac- 
turers. Later he had charge of patent 
leather finishing at Robson Leather 
Company, Oshawa, Ontario; M. Strauss 
& Sons, Newark, and W. H. Byron & 
Sons, Williamsport, Md. For the last 
five years he has been superintendent 
of finishing for A. R. Clarke & Co. of 
Toronto. 

During Mr. Robertson’s long experi- 
ence as a finisher and japanner of pat- 
ent leather he has gained universal rec- 
ognition as a leader in this field. 

Mr. Robertson has on his staff George 
Eardley as assistant superintendent, 
formerly with A. R. Clarke & Co. of 
Toronto, Canada, and also two expert 
chemists who check all the raw mate- 
rials and composition. Mr. Robertson 
is operating now in one of the most 
modern japan shops in the United 
States, built a few years ago at a cost 
of over $250,000 by the Pfister & Vogel 
Leather Co. in South Milwaukee, Wis. 
The Robertson Japanning Co., Inc., of 
which Mr. Robertson is president, has 
taken over this plant and is producing 
at full capacity. The leather which 
they are finishing is made and sold by 
the Colonial Tanning Co., Inc., of Bos- 
ton, Mass. 

The Colonial Tanning Co., Inc., is the 
largest firm in the world handling pat- 
ent leather exclusively, having always 
specialized in producing black and col- 
ored patent leather of fine quality. In 
1934 they produced approximately 25 


per cent of all the patent leather made 
in the United States and for the first 
six months of 1935 their sales have av- 
eraged more than 1,000,000 ft. monthly. 
Approximately 50 per cent of their pro- 
duction is exported to more than 60 
different foreign markets, where their 
product is well received owing to its 
fine quality and excellent reputation. 

The officers of the Colonial Tanning 
Co. are Joseph Kaplan, president; 
Maurice J. Kaplan, treasurer, and 
Kivie Kaplan, vice-president, all well 
known and liked in the trade. 

Maurice J. Kaplan recently returned 
from a trip around the world in which 
he visited practically every market in 
Europe, Asia and Africa where patent 
leather is sold. 

The Colonial Tanning Company is 
represented in New York by Irving J. 
Fife, in St. Louis by H. T. Tankersly 
& Co., in Rochester, N. Y., by John Sie- 
bert, in Philadelphia by James H. Mor- 
row, in Cincinnati by W. D. Cost & 
Co., in Chicago and Milwaukee by J. K. 
Reynolds Co. and on the West Coast by 
Pacific Hide and Leather Company in 
Los Angeles. 


Starts Shoe Label Business 


St. Louis—Stockton N. Sommer, 
who, during the past few years, devel- 
oped a good sized business in shoe and 
hosiery box wraps and labels with the 
A. C. Clayton Company, St. Louis, re- 
cently organized his own company un- 
der the name of Stockton N. Sommer, 
Incorporated, with headquarters at 302 
Rialto Building, St. Louis. 

Mr. Sommer states that the wrap 
and label business is wide open for 
further development in bettering design 
as well as efficient operation leading to 
more attractive price levels. His many 
friends in the industry will wish him 
well in his new venture. 
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Arthur G. Brown on Leave 


INDIANAPOLIS, IND. — Arthur G. 
Brown, manager of the Marott Shoe 
Shop, has laid aside his duties and 
will take an indefinite leave of absence 
on account of poor health. Mr. Brown 
had a slight attack of influenza early 
in Spring and never fully recovered. He 
spent several weeks in the South and 
returned to Indianapolis last week. 
While his condition is not pronounced 
serious, he is in ill health. His physi- 
cian prescribed a complete rest in order 
to regain his health and he will remain 
at his home, 3921 Washington Boule- 
vard. 





Another of the Younger 


Generation 


PHILADELPHIA, Pa.—Morris Yoskin, 
head of the juvenile division of 
Geuting’s of this city, who is also chair- 
man of the Juvenile Style Committee 
of the N.S.R.A. Style Conference, is 
wearing a very happy smile these days, 
since as Walter Winchell would say, a 
blessed event occurred in his family on 
Wednesday last, when he became the 
proud parent of a baby girl who, as 
Joan Barbara, will doubtless in later 
years charm what is now The Young- 
est Generation of shoe and leather men. 





Grain Leathers for Fall 


Los ANGELES, CALIF.—C. E. Cox, 
Florsheim Shoe Co. men’s shoe repre- 
sentative on the West Coast, just back 
from a swing around to his accounts, 
reports a tremendous interest in the 
heavy grain leathers for early Fall 
delivery. This is contrary to all pre- 
season indications. More plain toes, 
more broguish heavy street shoes and 
more interest in shoes with plenty of 
pep characterize his volume business. 








Where the Old Shoes Go 





Two city blocks of the Los Angeles Municipal City Dump, covered to a depth of six feet 

with old discarded shoes of every kind and description. Any one is permitted to rummage 

through the pile in an endeavor to pick a pair of shoes that are still serviceable. Though 

most of them are beyond repair, one can, if one searches long enough, find a fairly good 

left and an equally fair shaped right, that can be worn, although they are not, in the 
strict sense of the word, mates. 

















Shoe Shrinker 












The Original 
SHOE SHRINKER 


The Shoe Doctor 
Pat. Ne. 1990142 
with 

Prepared Fluid 
Shrinks Leather or Fabric 
Shoes Perfectly. Makes 
Sales. St Refunds. 
Makes a Perfect Fit to 
Shoes That Slip at the 
Heels or Gap At Sides. 
~~ and Easy to Oper- 
ate. 


$15.00 


Gearentecd One Year 
Write fer More Information. 


E. C. SMELTZER CO. 
121 B. Gist St., Indianapolis, Ind. 





Shoe Trees 


QUICK PROFIT ITEM 50: 


SIMPLEX SHOE TREES r : 


sore 


SHOE TREE 





Men's and Women's 
Slippers 





EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Cataleg 


a 
nm 
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L. B. EVANS’ SON CO. 
Wakefield, Mass. 


2222223333339 








New Fancy Leather Firm 


New York—After one year in the 
fancy leather business under his own 
name, Leonard I. Friedman has formed 
a@ new company under the name of 
Pearce and Friedman, Inc. This com- 
pany will succeed to the business which 
has been carried on by Mr. Friedman. 
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confidence also in a light gun-metal 
(as well as the standard gun metal) 
to carry on the demand established for 
this “maltese cat” shade promoted in 
the Spring. Although there is only a 
short Fall season for blue, blue green 
is so important this Autumn that such 
a grey has a chance. 

Daytime colors in general run de- 
cidedly lighter than last season at this 
time (with the exception of the green 
and red). You remember how very 
dark colors were in the early Fall of 
1934 and then how they went back, 
within a few weeks, to middle tones. 
This Fall the shortening of skirts 
means that middle values are the logi- 
cal choice right through the season. 

With gold lamé materials a high- 
light of the formal season, the impor- 
tant note for evening is a stocking 
warm enough and brilliant enough to 
wear with gold slippers. The Textile 
Color Card showed actual gold and 
silver tones in hosiery, but this idea 
has not yet gotten wide acceptance. A 
brilliant sun tan type of color is con- 
sidered the best choice. A lighter skin 
tone rounds. out the evening plan. 

For the past few seasons, as every- 
body knows, stockings have been get- 
ting sheerer and sheerer. There are 
some retailers who believe that this is 
all to the good. It uses less silk and 
makes for more replacements! But 
another group—and their number is 
growing—take a more far-sighted view 
of the situation. 

Selling wispy hosiery, they say, for 
every purpose, is unsound merchandis- 
ing. It makes dissatisfied customers 
who are always shopping around. It 
makes women think that, since no 
stockings will wear as they should, they 
might as well buy their hosiery as 
cheaply as possible. 

Promote gossamer stockings in their 
proper place, promote stockings that 
will wear when wear is really needed 

. and you put your hosiery busi- 
ness on a more stable basis. 

Women need education on this sub- 
ject of the different threads and the 
performance that can be expected of 
each weight. And many retailers are 


Lively Colors and Correct Weights 


[CONTINUED FROM PAGE 17] 
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planning to do this missionary work 
this Fall for the sake of more satis- 
factory business over the long curve. 

The sketches illustrated here appear 
in the new color card of one of the 
hosiery mills who are promoting con- 
sumer knowledge of threads. Another 
company is planning counter cards to 
register this same idea. During the 
past season a third branded line held 
“hosiery clinics” to tell the story of 
threads to the customer. 

The complete range of weights illus- 
trated on these pages applies, ob- 
viously, only to the hosiery depart- 
ments in the larger shoe stores. Very 
few stores go as sheer as a one-thread 
number or as far as a 7-thread. But 
the point it makes is a sound one and 
can be carried through with fewer 
numbers on a simpler scale. The new 
five-thread stockings which several 
mills have introduced are the right 
stockings for the heavy welt-walking 
shoes so important this Fall. A three- 
thread number proves the best selec- 
tion for general daytime wear. And 
a really lovely evening stocking should 
certainly be as sheer as a 2-thread. 

And when you're thinking about 
stockings that are appropriate * for 
your tailored shoes, give a thought, 
also, to the new crepes that are being 
developed. These special high twists 
give the duller surface that looks well 
with tailored clothes—with tweed coats 
and calfskin or reverse-calf walking 
shoes. “Inside-out” construction gives 
much the same effect of an all-over, 
matt texture. 

Watch out, too, for more demand for 
silk and wool stockings later on in the 
season. Several mills are making these 
sports stockings in the high colors— 
wine reds and greens, as well as in more 
carefully styled general shades than 
ever before. An action top in one of 
these newly styled domestic sports 
hosiery lines is an important feature. 
It removes one of the chief objections 
to silk-and-wool stockings—their ten- 
dency to bind at the welt. A new inter- 
est can be created this Fall and Winter 
in smart, appropriate stockings for the 
rugged type of shoe. 





American Osteopaths 
Shoe-Minded 
[CONTINUED FROM PAGE 33] 


has not been to develop foot specialists 
but to help the general practitioner to 
take care of structural foot conditions, 
which are such a vital factor in main- 
taining correct body mechanics. It has 
been found that malalignment of the 
bones of the feet may more or less 
seriously affect every body function 
from eye strain to digestive and circu- 
latory disturbances. 

It was early recognized that identifi- 





cation of the various types of shoes and 
the classification of feet for which they 
were adapted was a necessary consider- 
ation of the committee and that a co- 
operative relationship with the shoe 
industry was essential. 


Shoe Store in New Location 


ORLANDO, FLA., July 29—The Fifth 
Avenue Shoe Shop has moved into new 
quarters at 16 Orange Avenue. The 
new quarters are in the heart of the 
city’s hotel and shopping district. 
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Every Room 


With Direct 
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$2.00 Single 
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ROBERTA 


No. 035—Black ~ oe with Black Calf Apron, 


grey, Fancy Stitc 


HARRISON 


HOTEL 


HARRISON STREET 
(Just Off Michigan Blvd.) 


South Bend, Ind. 


Under Same Management 


ANDREW C. WEISBURG, 
ILLUSTRATED BOOKLET SENT UPON REQUEST 


35—Brown _ with Brown Calf Apron, 


Beige Fancy Stitch. 
No. 435—Blue Suede with Blue Calf Apron, 
aga Fancy Stit 

$35—G 


reen ‘Suede with Green Calf Apron, 


Beige Fancy Stitch 
134 
match apron. 

about 4 weeks. 


=@ RETAILERS..WITH A POSITIVE PROFIT 


HOGE-MONTGOMERY CO. Ine. 


Last, 19/8 Continental Covered Heel to 
Fits like a glove. Delivery in 


KENTUCKY 





Incentive to Enter the 
Shoe Business 
[CONTINUED FROM PAGE 20] 


on string and paper bags, and I am not 
above the practice of getting as much 
as I can for every commodity and sale. 
So, really, the $3 a day that I put away 
is a direct saving in operation of busi- 
ness that day. I plan to work 20 years 
and, if I continue the saving of $3 a 
day, I will have enough money of my 
own to live like a king for the rest of 
my days. Whether or no I sell the 
business at the end of that time or pass 
it on to a fellow countryman for him 
to send me $3 a day, only fate can tell. 
During the depression I had to use up 
most of these reserves to save the busi- 
ness, but I am still young and active 
and I can put in any amount of hours 
and effort to continue this business; 
but I never fail to think of how pleasant 
it will be to have $3 a day and a little 
olive grove outside of Athens.” 

So that’s the moral of the story of 
why some delicatessen stores continue 
and some shoe stores fade. Something 
is put away for reserves. We never 
fail to tell this story to the young man 
starting in a shoe business of his own. 
The real test of business is reserves 
against the future. Now is the time, 
when business is improving, to think of 
reserves. The young man with a busi- 
ness must see to it that he puts away 
a little bit every day for the needs of 


the future. Let’s hope the daily sav- 
ings will be for personal use—because 
good business management will have 
made his store secure against any and 
all financial terms. 





Store Reopened by Son 


SoutH Norwa.Lk, ConnN.—The Keeler 
Shoe Store, 155 Washington Street, will 
be continued by Benjamin Keeler, son 
of the late George Keeler, whose death 
occurred this Spring. The business is 
now being reorganized. Ben Keeler 
served as manager of the store during 
the last years of his father’s life. The 
Keeler store has handled W. L. Douglas 
shoes for the past 35 years. 





Gertrude M. Hart . 


New York—On Friday, July 26, Mrs. 
Gertrude M. Hart, wife of Leonard C. 
Hart, prominent shoe traveler, died at 
her home. Besides her husband she also 
leaves a son, Norman Baird Hart. Fu- 
neral was held at the George T. Davis 
Memorial Chapel, New Rochelle, N. Y., 
on Monday, July 29. 

Mr. Hart has been long associated 
with the Krippendorf-Dittman Com- 
pany, with headquarters in the Mar- 
bridge Building. Mrs. Hart has been 
known and loved by shoe people and her 
passing comes as a great shock. 


Florsheim Air-Conditions 
Headquarters 


CHICAGO, ILL.—The Florsheim Shoe 
Company has just completed the air 
conditioning of the entire first floor of 
the factory located at Adams and Clin- 
ton Streets, Chicago. On this floor are 
located the offices and beautiful sample 
rooms. The woodwork has been re- 
grained thus giving the interior a new 
and attractive appearance. Visitors to 
the factory will, from now on, not only 
find relief from the heat but will also 
enjoy the surroundings of beauty as 
well. 


William Daniel May 


NEWTON, KANSAS—William D. May, 
long-time resident of Newton, passed 
away recently at the Axtell Christian 
Hospital, following an illness of three 
years. For the past two years Mr. May 
was unable to engage in his business 
at the May Shoe Store. 

Mr. May has been a resident of New- 
ton for 52 years, coming there as a 
young man and securing a position as 
a shoe clerk with Peter Luhn and later 
with the late C. W. Chase. Mr. May 
later opened his own store known as 
the May Shoe Store which he ran up 
to the time of his illness. 

Mr. May was born in Brunswick, 
Missouri, November 5, 1866, and died 
at the age of 69. He is survived by 
his wife and three married daughters. 

















Riding Boots 








LARGEST 
BOOT STOCK 


in America 
Domestic and Imperted 
For Immediate Delivery 


Men, Women & Children’s 
Beets for Riding 
Field, Hunting, Aviation 
Alee Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 
COLT 
CROMWELL CO. 


12389 Breadway 
New York City 
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RIDING 
BOOTS 


IN-STOCK 
For Men, Women and 
Children— also 
Jodhpurs and Field 
Boots 








J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 
MASS. 


Write for Cataleg 





In Correction 


An error was made in the news item 
published July 20 under the heading: 
“New Store Managers.” 

The Brownbilt store at Martinez, Cal- 
ifornia, was described as factory owned. 
None of the Brownbilt stores are fac- 
tory owned. They are all independently 
owned and managed. The Martinez 
store was formerly owned by C. H. Jef- 
fress who, on account of ill health, had 
to get out of the store. Homer Lonon 


was put in charge and managed it un- 
til the store was sold to A. J. Jacobson, 
who now owns it. 

Homer Lonon now manages Roy 
Caines’ Brownbilt store in San Pedro, 
Calif. 
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Hearn's Expand Shoe 
Department 


New YorK — Hearn’s Department 
Store has enlarged their second floor 
shoe section so that it extends across 
the width of the entire store. Stanley 
Weiss, head of the shoe department, 
said this has been done to take care of 
the increased business. With the larger 
space now available a promotional sales 
program will be carried on, in the bet- 
ter grade shoes, which was impractical 
before due to the lack of space. Mr. 
Weiss stated that the sale of every pair 
of shoes will be serviced and the prac- 
tice of customers making their own 
selections from tables would be avoided. 

Most of the new space will be devoted 
to young women’s shoes but the chil- 
dren’s and men’s sections have also 
been given additional space. The prices 
in the new department will be above 
those in the basement. 

Charles Wolfson, who has been in 
charge of the basement shoe depart- 
ment for the past two years, is now as- 
sociated with Mr. Weiss in the newly 
enlarged second floor department. 
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Plans to Move Plant to Ohio 


CINCINNATI, OH1I0—Leslie V. Marks, 
president of the L. V. Marks & Sons 
Company, shoe manufacturers, after a 
recent meeting of the board of direc- 
tors, announced that the company’s 
Augusta, Kentucky, plant would be 
moved to downtown Cincinnati in the 
near future. This plant turns out about 
1200 pairs of women’s shoes daily and 
employs from 200 to 300 persons. The 
weekly payroll will be approximately 
$5,000. 

Others attending the meeting were: 
Julian S. Marks, vice-president; Eman- 
ual S. Marks, secretary; Maxwell 
Marks, treasurer, and E, B. Hancock, 
superintendent. It was stated that the 
reason for moving was the necessity for 
more skilled labor and an easier access 
to raw material, caused by increased 
orders. It was felt that Cincinnati 
could furnish the necessary facilities 
and that the enlarged output would be 
secured. 

As the exact street location has not 
yet been determined, the Augusta 
building will be retained for rush or- 
ders, for the time being, at least, till 
the Cincinnati factory is in operation. 





Eagle- Ottawa Dedicate Two 
Gymnasiums 


GRAND HAVEN, MIcH.—Eagle-Ottawa 
Leather Co. stimulate neighborly spirit 
between the management and the em- 
ployees in their two tanneries at Grand 
Haven and Whitehall, Michigan. A 
large gymnasium for each of the tan- 
neries is being built and will be com- 
pleted during August. Dedicatory cere- 
monies were held recently. Each gym 
will have a seating capacity of 600, 
with separate accommodations for men 
and women in the way of lockers and 
showers. 

Leonard Schaden initiated the ath- 
letic activities of the employees a year 
ago last Winter when he organized a 


basketball team. Since then the fellow- 
ship activities have broadened to the 
point where some event is made a major 
affair each month, much to the delight 
of the entire town, for Eagle-Ottawa 
is a major industry of each of the towns 
of Grand Haven and Whitehall, each 
separated by some forty miles, Mr. 
Schaden says he learned much about 
promoting employee fellowship from 
his friend, Mr. Callahan of Endicott- 
Johnson. The president, William Hat- 
ton, and his son Julian, get as much fun 
out of the frequent parties and athletic 
events as does Leonard Schaden or the 
employees who participate. 





On the platform, front row, left to right: L. H. Ratcliff, superintendent; Leonard 

Schaden, Norman Glover, Joseph Ocaboch, president Chamber of Commerce; 

Wm. Hatton, president, Julian Hatton; Harold Allen, Lester Broman, Athletic 
Association Director, and McKinley Speese, Master of Ceremonies. 
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There’s REAL PROFIT 


in Dr. WOOD’S and 





: Arch Supports and 
Foot Specialties . . 


The Dr.Wood’s and Arrowsmith lines 
and their trade marks are well known 
to the shoe trade. The line comprises 
Arch Props and Remedies for all 
foot conditions. 


StyleC ArchProp, illustrated @ 
here, is acknowledged to d 
bethestandardof : 
excellence. It is 
constructed for 
endurance under the most severe service of the 
heaviest person. It is an effective relief for tired, 
aching feet, weakor brokendownarches,etc. Made 
in sizes for Men, Women, Misses and Children. 


Wholesale $30.00 dozen pairs. Retail $5.00 pair. 
SEND FOR NEW CATALOG 


SHOE SUNDRIES, Inc. 


; Exclusive distributors for Dr.Wood’s and Arrowsmith Foot Specialties 


219 W. Chicago Avenue - - - Chicago, Ill. 
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e@ WHERE YOU GET—a poe out- 
side” room @ Radio that enables you to select 
programs @ HOT water 24 hours a day 
@ Needle or plain showers @ Circulating ice 
water @ Sleep INSURED—by night-time 
quiet, specially designed mattresses, crisp, fresh 
linen, fluffy blankets @ Highest quality food, 
expertly prepared by famous Continental 
chefs; delightfully served, at surprisingly mod- 
erate prices. 
* * * 
Rates start as low as $3 a day for one—only 
$x more for two. 
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HOTEL 


OVERNOR 


1200 ROOMSANDBATHS C.W.RAMSEY.JR.. 
7th Avenue at 31st Street 
New York City 


OPP. PENNSYLVANIA STATION 
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You Repeat Your Profits with 
“America’s Finest Comfort Shoes”’ 





EXTRA FINE QUALITY 





PIG LEATHER INSOLE 
PATTERNS TO ASSURE 
SNUG.FIT AT ANKLE 














CELASTIC TOE BOX 
FOUND ONLY 
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OE REAR SPECIAL CONSTRUCTED 
GENUINE PIG LEATHER 
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SCIENTIFIC SEWED 








HEEL SEAT 








Oe VENTILATED 
Taree. FOUR AIR VENTS GIVE SEAT, NO NAILS TO 
TANT FREE AIR 
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The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, "cushion" and "nail-less" 
features are virtually non-competitive. Send for our Catalog of 
Men's and Women's Shoes. 


Beware of Imitations 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


“Un Matic 


Ce one SHOES 
1241 SHOE MEN 








CAME LAST YEAR 


There’s no secret about Hotel 
Sherman’s popularity with shoe men 
—they like the contacts they make 
there—they like the fine food—the 
comfortable rooms—the convenient 
location right in the Loop close to 
everything worthwhile—they like the 
fact that you can drive your car right 
into Hotel Sherman, and, of _ 
course, they like the gr @ 
moderate rates. 







1700 ROOMS~- 1700 BATHS +c 


CHICAGO 
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featuring the ICE CARNIVAL on 1000 feet of REAL ICE 
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Children's Footwear 








MRS. DAY’S IDEAL BABY SHOES 


Infants’ Soft Seles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Soles 2-6 
Send for In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
SHOE CO 
Locust St. 
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Shoe Club Outing Enjoyed 


Despite Rain 


New YorkK—Fifty members of the 
Shoe Club, Inc. of New York, played 
golf and bridge at the outing Thurs- 
day, July 25, at the Elmsford Country 
Club, Westchester. A golf tournament 
was arranged by the entertainment 
committee, but due to the heavy rain 
which prevailed, only a few men played 
the whole 18 holes. The others played 
only nine holes or they stayed in the 
clubhouse and played bridge and other 
indoor sports. A lunch was served be- 
fore the golfers started out for the 
playing. 

The next important event to be held 
by the Shoe Club will be on November 
9, at which time the second anniversary 
formal dinner will be held. The com- 
plete details of this affair will be an- 
nounced in a later issue of the RE- 


CORDER. 
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Treaty of Peace 
Against Ruthless Clearance Sales and Price Wars 


[CONTINUED FROM PAGE 32] 


the desire of many that immediate ac- 
tion be taken. Your national association 
has already officially announced Aug. 
19 for the opening showing of Fall and 
Winter shoes to the consumer. 

“Retailers all over the country have 
arranged their merchandising plans, 
window displays and advertising ad- 
vances to conform with this promotion. 
By participating in this work you will 
be conforming to the merchandising 
presentation of all branches of the 
ready-to-wear industry of advance sea- 
sonable showings. 

“Participation means you prolong 
your regular season at profitable prices. 

“The outstanding merchandisable 
item for Fall, comparable to Summer 
whites, will undoubtedly be suede. 

“Now don’t let us have a repetition of 
the thoughtless procedure of the past 
two months. We know that the season 
for whites at a profit is from six to ten 
weeks’ duration, according to the geo- 
graphic location of the distributor. And 
we should all take into consideration 
that in 90 per cent of the shoe stores of 
the country, the volume season for 
suede shoes to be retailed at a profit is 
from eight to ten weeks’ duration. This 
applies practically to the entire retail 
price range. 

“Now I trust that retailers will plan 
to sell these suede shoes at a profit this 
Fali. That they have not and will not 
over-anticipate—and that retail stocks 
of this classification will only be suf- 
ficient by Nov. 1 to take care of de- 
mands—as by this time suedes, quite 
generally speaking, will have lost their 
style promotion value and possibly their 
price appeal. 

“Keep this in mind and try to avoid 
profitless sales and clearances. 

“Sales may increase your dollar vol- 
ume, but in the long run they do not 
increase a store’s prestige. 

“ ‘Sales’ are profit destroyers. 

“Retailers should plan to get to- 
gether in their community and date 
their sales, and clearance season—as 
uniform dates are not feasible for all 
sections of the country, due to climatic 
conditions. 

“Why not plan to advertise and pro- 
mote style, quality, service and fit at 
your regular prices—and plan not to 
use the words ‘sale’ or ‘clearance’ in this 
advertising, except after mutually sat- 
isfactory commencement date arrange- 
ments are set. 

“Such a plan is not easy to put over. 
Anything worthwhile seldom is. ‘Pol- 
icy’ will stand in the way in many in- 
stances—as will ‘distribution plans’ and 
‘promotions’ of both manufacturers and 
retailers. 


“Manufacturers and _ particularly 


some selling identified merchandise 
make concessions to buyers who buy 
early in the season and in addition 
make advertising allowances for speci- 
fied sale periods, which sales, in many 
cases, are planned for and conducted 
right at the beginning of a season. 
Then numerous additional sales are 
planned to take place in the very heart 
of the season. While this practice works 
out to the advantage of one branch of 
the industry, it is detrimental to others 
—and should be discontinued. 

“We know it is not going to be easy 
for establishments who have for a peri- 
od of years made it a practice to hold 
mid-season price sales to change over 
to new promotions, as they are accus- 
tomed to pay attention to dollar volume 
solely. But if they will go to the trou- 
ble of checking profits they will have 
less regard for these events. 

“The question as to where the line of 
demarcation is between a ‘sale’ and a 
‘promotion’ may come up—but in my 
estimation this is quite easily an- 
swered. Eliminate the words ‘sale,’ 
‘clearance’ and ‘reduced to’ and the 
quoting of comparative prices, and it 
will be easy for you to distinguish be- 
tween the two. 

“Buyers maintain their jobs and 
store owners stay in business because 
of profits and not because of volume.” 

The golf tournament on the Fresh 
Meadow course resulted in the follow- 
ing winners and prizes: 

Nathan Schoen—low net—class A— 
prize by Boot AND SHOE RECORDER. 

Max A. Bernstein—low gross—class 
A—prize by Brooklyn Board of Trade. 

Herman Triebitz—low net—class B 
—prize by Hanan & Sons. 

Charles H. Beall—low gross—class B 
—prize by Adler Shoe Company. 

Most birdies with handicap—John 
Laycock—prize by Frank Brothers. 

Most pars with handicap—J. A. Zahn 
—prize by J. & J. Slater. 

Best nine holes—Robert Tobey—prize 
by Walk-Over. 

Committee of Arrangements—Percy 
Hart and John Holden. 


Successful Window Stunt 


Reno, Nev.— When C. Berquist, 
buyer in the Gray, Reid & Wright Co. 
store, found a shortage of small win- 
dow shoes, he tried out showing only 
sizes 5, 54% and 6. The immediate re- 
sult was many women came in saying 
the window shoes looked like they 
might fit them. A sharp increase in 
the selling of larger sizes was directly 
traceable to the window. 
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The velvety good-looks and 
first-step comfort of Van 






Tan innersoles are selling 






assets in any shoe. They 






make a permanent impres- 






sion on the customer. 







Ask your manufacturer, 
or write us for the facts. 







VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 
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Farmers’ Cash Income Increases 
[CONTINUED FROM PAGE 15] 


hides held for the account of State Re- 
lief Agencies. While raw stocks showed 
a decrease for the month, stocks in the 
process of manufacture and finished 
increased to 11,536,000 hides at the 
close of May, as against 11,447,000 
hides at the close of April. At this 
time last year in-process and finished 
stocks totaled 10,360,000 hides. Total 
visible stocks of all cattle hides and 
leathers in all hands showed virtually 
no change, standing at 18,210,000 hides 
at the close of May, as against 18,- 
209,000 a month ago. At this time 
last year, total visible stocks amounted 
to 14,378,000 hides. At the current 
rate of absorption of hides and leathers, 
total visible stocks represent 10.5 
months’ supply, as against 10.7 months’ 
supply indicated at the close of April, 
and 8.3 months’ supply indicated at 
the close of May, 1934. The corre- 
sponding figure for the average of the 
5 years, 1925 through 1929, is 9.41 
months’ supply.” 

The heavy sole leather market con- 
tinues in an abnormal state. It’s the 
season of the year when an increased 
demand for heavier leather normally 
sets in. Folks like stouter soles on 
Fall and Winter shoes. Supplies of 
heavy leather are scanty. The govern- 
ment shoes, like Army and Forestry 
Corp. shoes; have been using up much 


heavy leather right along. Some 
makers of women’s shoes are increasing 
on single sole shoes, these being made 
by splitting a thick sole to make an 
insole and an outsole, and this new 
practice adds further to the consump- 
tion of heavy leather. And the makers 
of belting and mechanical leathers, who 
must get out heavy leather, are paying 
premiums for heavy hides. Such hides, 
of prime quality, are scarce in domes- 
tic and European markets. 





Save That Slipping Tenth 


[CONTINUED FROM PAGE 24] 


designate the types of shoes the cus- 
tomer may use. For example— 

John Jones uses street, golf and hunt- 
ing footwear. 

Bill Smith uses street and work shoes, 

With these different types of shoes 
numbered, the checking on individual 
cards tells a story quick. 

Now John Jones makes a purchase in 
January—so it is recorded, and a call- 
up tab is placed in the June section 
at the top, of the card. If he buys 
again in April, an entry is made, and 
the tab is moved to October. Then, if 
October comes, and six months have 
passed without a purchase being made, 
the card is put in a “special attention” 
file. 

An individually typed letter is mailed 
first class, with an addressed return 
envelope, bearing a return postage 
guarantee, enclosed: 

Dear Sir: 

Has anything gone wrong? 

According to our records you have 
not been in for some time, and we’re 
wondering if your absence is due to 
any fault of our service or merchandise. 
If so, won’t you give us a chance to 
make good? 

If not, may we take this opportunity 
to thank you for past patronage and 
also call your attention to our five new 
Fall shoes? 


Always at your service, we are 


Respectfully yours, 
(Signature) 


P. S.—A return envelope is enclosed 
for your convenience. 

If no reply is received in ten days a 
second letter should be sent. If this 
brings no reply, and the person’s ad- 
dress is known, a member of the firm, or 
some one authorized to make adjust- 
ments, should make a personal call. 


* * * 


An example of another way of arous- 
ing the inactive charge account is that 
of the store that puts a letter right on 
a regular bill-head, which is sure to get 
attention. A sale announcement was 
sent with this letter. 

One complaint that is frequently 
made about keeping customer purchase 
records is “that clerks cannot get cus- 
tomers’ name and addresses.” 

No excuse for that. If the clerks 
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Women's Shoes 





KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 


IN STOCK 


N Black 
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VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 















have orders to put the name and ad- 
dress on each slip they will do it, 
whether it’s a charge or cash sale. It is 
more a matter of habit than anything 
else. 

Now, as ‘you’re making your Fall 
plans, and while business is slowed 
down for Summer, is a good time to get 
your “customer purchase” cards printed 
and the plan installed and working. 

You'll find it one of the most prac- 
tical, profitable things you ever did for 
your business. 

A complete record of customer pur- 
chase (cash and credit) can be kept with 
this form, made up on 5 in. x 7 in. cards. 
The letters across the top indicate the 
twelve months of the year. When a 
purchase is recorded, a call-up tab is 
placed in the proper month to assure 
attention about six months later, at 
which time (if no other purchase has 
been made in the meantime) a letter in- 
quiring why the customer has not been 
in is sent, followed by others, and a 
personal call, if needed. 

Different colored cards can be used 
for men, women and children. Corre- 
sponding: colors should be used for the 
addressograph plates. 
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Last designed for 
use WIth e/ther 
type of insole 





Saddle insole 


Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 





The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 





Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 


pany operates these 
















modern factories in 















eight important terri- STEWART & POTTER CO., 


BROOKLYN, N. Y. 






FITZ BROS. CO. 


a eee tories. Its facilities for 





style and service are 
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constantly available 









to the shoe manufac- 






turing industry. 
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KRENTLER BROS. CO, 
ST. LOUIS, MO. 












UNITED LAST CO. 
BROCKTON, MASS. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 











UNITED LAST CO., LTD. 
MONTREAL, P. Q. 
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EMPIRE LAST WORKS 
ROCHESTER, N. Y. 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET . 











SALESMEN WANTED 


SALESMEN WANTED 








SALESMEN : 
One for Central te for Western 
Pennsylvania and Ohio. n-Stock Infants’ to 


Growing Girls’ Popular Priced, Commission basis 
with weekly settlement. Must travel with car and 
be acquainted with territory. Give full particulars 
in your application. 


H. MALKIN’S SONS 
98 Duane Street, New York City 








The Foremost Jobber of Popular Priced 
Slippers and Beach Sandals has a most 
Attractive Proposition to offer the 
Best Side Line Men. Various terri- 
tories open. 


The Geo, N. Cohen Co. 
81 Reade St., New York City 








LIVE WIRE salesmen to carry side 
line of women’s up to the minute nov- 
elties to retail at $2.00 and $2.50, also 
boys’ shoes. Strictly commission basis. 
Good money-making line. Furnish 
references. 

Address E-357, Care 

BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 











ced salesman to sell on 
ildren’s Prewelts one Men's 
Beach ch Sandals, Address: The Kepner- 
Shoe Co.. Orwigsburg, Penna. 
ANTED salesmen to sell manufacturer’s 

line of McKay shoes, slippers and evening 
sandals at popular prices. Liberal Commission. 
Address E-347, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


Waar: Ex 





WANTED: Experienced salesmen on commis- 
sion for line of women’s semi-novelty Compo 
arch shoes retailing at $4; 125 patterns carried 
in stock. Territories open: Baltimore, Wash- 
ington and vicinity, southern Ohio, Nebraska. 
Address E-355, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


HOE SALESMEN-—Start a profitable busi- 

ness of your own. Dr. Pyles’ Foot Oscillator 
is a coin-operated, foot heaith device protected 
by patents granted. No competition. $1,000 
investment earns $200 monthly. $2,000 invest- 
ment earns $400 and over. Franchises for pro- 
tected territories available from Maine to 
Florida. Call in person. Out-of-town appli- 
cants write. Mr. M. K. Dun, 13 East 37th 
Street, New York City. 


LIVEWIRE MANUFACTURERS’ REPRE- 
SENTATIVES, ATTENTION—Experienced 
saiesmen wanted by old-established stitchdown 
manufacturer to cover trade on commission 
basis. Complete line of men’s, women’s, chil- 
dren’s and infants’ shoes, oxfords, sandals and 
References _ will be kept in strict con- 
fidence. Reply, giving age, experience and ter- 
ritories covered. Address E-356, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


SALESMEN, | established trade, to sell on lib- 
eral commission as sideline a. line of 
Women’s Novelties, Women’s Black Kid Com- 
fort Styles, Men’s and Women’s Slippers. Semi- 
stock. Territory open: Ohio, western New 
York, Minnesota, North Dakota and South Da- 
kota, Arizona, New Mexico, Utah, Colorado, 
California, Connecticut, Rhode Island. A good 
money-making sideline. Give full information 
irst letter. Nestletoe Slippers, Inc., Worcester, 
ass. 


OFZORTUNITY for man to sell Juvenile 

hoes in Buffalo and surrounding territory 
on commission basis. Ben Marbach Shoe Co., 
114 West Broadway, New York City. 








straps. 











XPERIENCED SALESMAN, general line 
men’s, women’s and children’s popular-priced 
shoes, also full line of arch-type footwear, west- 
ern Pennsylvania, established following. Com- 
mission only. Meltzer, 26 and 28 North 
Fourth St., Philadelphia, Pa. 
TRAVELING SALESMAN WANTED—Ex- 
perienced traveling shoe salesman. Call on 
city trade. East and Middle West. Old estab- 
lished factory line infants’ and children’s shoes. 
Must have pleasing address, able to produce, 
age not over 40. Salary and expenses. Give 
references, all information in first letter. Con- 
fidential. Address E-358, care Boot & Shoe Re- 
corder, 239 West 39th Street. New York, N. Y. 


Ot re OBBERS AND SALES- 
MEN wanted to handle shoe store necessity. 
Nothing like it on the market. Liberal com- 














FOR SALE 


BEST retail shoe business in Colorado. Doing 
a very nice volume. A real money maker. 
Best location low rent $150.00 per month 
Established fifteen years. 
were $60,000.00. Address E-322, care 

Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


SHOE STORE FOR SALE: Good family shoe 
store in one of South Dakota’s best cities, 
population 20,000, good location, low rental, good 
fixtures, clean stock of popular-priced shoes, well- 
known make. Wonderful prospects for Fall. 
Best crop in Page being harvested. Good shoe 
man can handle with $2,500 cash, balance easy 

















BUSINESS OPPORTUNITY 


RESPONSIBLE high grade women’s shoe 

shop doing a substantial volume of busi- 

ness in a city with population 150,000 will en- 

tertain selling children’s shoes (corrective) on 

a basis of commission. Address all details to 

—" care Boot & Shoe F ee 239 West 
9th St., New York, N. 


WoOuLD like a concession of a shoe depart- 

ment in some department store anywhere in 

New England. Kindly advise Chelmsford Shoe 

Company, care Mr. Samuel Rosenberg, Lowell, 
ass. 














LINE WANTED 


AN EXPERIENCED TRAVELING SHOE 
SALESMAN, age 38, living in Kansas, 
desires either general line or good popular- 
priced line of women’s shoes, having some estab- 
lished business. Well sopeniated with the shoe 
trade in the state. Address E-361, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


LE ge sap of Orthopedic Shoes or Style 

Welts in men’s, women’s or children’s me- 
dium-priced footwear. With 20 years’ road ex- 
perience covering the entire country and with 
friendships with buyers everywhere, I am_im- 
mediately available. Address E-359, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 














POSITION WANTED 


SHOE BUYER and MANAGER—age 38, 
available Aug. 1. Twenty years’ wholesale 
and retail shoe experience in the Middle West. 
Thoroughly familiar with market conditions, 
modern merchandising methods and expert shoe 
fitting. Prefer department store connection do- 
ing a women’s business in medium and better- 
grade shoes. Address E-360, care Boot & Shoe 
ae. 239 West 39th Street, New York, 








SHOE man, age 34, desires position as store or 
department manager, has had sixteen years’ 
retail experience, ten years as manager, thor- 
oughly familiar with chain store operation, also 
window trimming, employed in New York, will- 
ing to go anywhere. Address E-348, care Boot 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 
SHOE Buyer and Store , Manager for Men’s, 
Women’s and Children’s Shoes is open for 
a position—Penna., West Va., Indiana, pre- 
ferred, but will go anywhere that oppor- 
tunity exists. Thoroughly experienced. Best 











mission. Address Oil City Laboratories, Oil terms. Address E-354, care Boot & Shoe Re- of references. Write Box 332, Huntington, In- 
City, Pa. corder, 239 West 39th Street, New York, N. Y. diana. 
CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 





mum charge 75 cents. For all other classified advertisements 

When a box number is desired twelve words should be added for the address. 

address should be counted. 

The for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
is payable in advance. 

(> Advertisements for this page must be in our New York office on Friday of the week preceding publication. <@rj 
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SHOE MEN LIKE 
THIS NEW YORK HOTEL 


maps $2.50 single, $4 double. 
oT Gen. Mor. 


HOTEL VICTORIA 


7th Avenue—5Ist Street, NEW YORK 


When making reservations, mention Boot & Shoe Recorder 


Convenient to all shoe industries. 
Within 1 block to Radio City, 
Roxy, Capital, and many other 
theatres. 1000 cheerful rooms, 
each with bath, radio, servidor 
and iced water. Daily rates from 




















POSITION WANTED 


POSITION WANTED 





WANTED TO PURCHASE 











Juvenile Shoe Department Making Money? 


With nine years as children’s shoe buyer in one of St. Louis’ leading 
department stores to my credit, I am seeking a satisfactory connec- 
tion with some good department store or exclusive shoe store who 
wishes to have their children’s and senior misses’ shoe section put on 
a real paying basis. Have practical ideas on getting real results in 
operating a boy’s shoe department. 
shoe business from all angles: Merchandising; Orthopedic work; 
Publicity and the successful handling of the customers. Reference, 


present employers. 


HOWARD T. PEAT 
1430 North 49th St., East St. Louis, Ill. 


Understand the children’s 





CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 




















Buyers of Surplus Stocks 


We ye buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 











HELP WANTED 





maker. Give as much information as_ possible 
in the first letter. Address Box E-352, Boot 
oA Shoe Recorder, 209 So. State St., Chicago, 


SHOE last manufacturer, located in St. 
Louis, requires the services of a model 








MERCHANTS’ NEEDS 





DISPLAY ©®@ 




















Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs of Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphic 





“Daneing 
Beltane” ve An Me te and 
eee mo that tells 
in how to attract 

reable -] wit ty profitable 


£ ry desi 
ont SELVA & SONS, Inc., Dept. 
Tae 607 Broadway, N. Y. 





WANTED TO PURCHASE 








BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. ‘ 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 

















MERCHANTS’ NEEDS 











A PHENOMENAL SUCCESS 
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THE DUNDE SHOE RESHAPING 
MACHINE 


A Sensational Shoe Reshaping Machine. Practical for 
conforming of shoes. Economical operation. Eliminates 
—— at heels, gapping at sides. Practical for 


$28.50; hine 
Hand iron only, $15.00, F.0.B. 


Agere SHOE RESHAPING yell INC. 
3 EAST 37th ST. NEW YORK, N. Y. 














in Saint Louis 
NINTH a WASHINGTON 





@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill... The Rathskeller 
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Does Leather Play a Part 
in Foot Health? 


[CONTINUED FROM PAGE 22] 


qualities of calf skins as nature pro- 
duces them, it is possible to use a much 
lighter material than that made from 
other skins without sacrificing its 
shape-holding qualities, thus making it 
an ideal leather for beautiful shoes. 

This matter of combining great 
strength with extreme lightness was 
somewhat dramatically, demonstrated 
some years ago. In making shoes for 
a race horse, every possible advantage 
of weight is sought in providing the 
boots for the flying feet. Tests made 
at the University of Michigan showed 
that properly tanned calf leather of 
the very lightest weight had a greater 
tensile strength than the best oak 
tanned belting leather. This fact de- 
termined the choice of calf leather for 
the boots of the world famous DAN 
PATCH, and this great horse made his 
world record wearing shoes made of 
our leathers. 

The strength of the grain and its 
tightness to the longer and strength 
giving fibers are qualities that are 
built into the leather through the tan- 
ning process. 

This meeting of the Foot Section of 
your Osteopathic Association have been 
one of my most valuable experiences. 
The tanner does not make leather for 
his own use. The Dean of Tanners of 
this Country, Carl E. Schmidt, who was 
my mentor wove into his organization 
the red thread of quality service. He 
was able to give this service by the co- 
operation of shoe manufacturers and 
shoe retailers whose constructive criti- 
cism showed him the needs of the ulti- 
mate consumer, the wearer of the shoes. 





Blue Important for Fall 


SALT LAKE City, UTAH—‘“For early 
Fall blue will be very important,” pre- 
dicts Lynn Knowles, manager of the 
Walk-Over Shoe Store, “and brown 
and green fabrics in oxfords ranging 
from one eyelet to the full high riding, 
open throat, seven eyelets will be good. 
Height of heels will center around 16/8 
with an increasing demand for lower 
heels. As the season progresses, black 
will predominate with brown following 
and suedes, slightly trimmed, will gain 
in popularity. Black and brown kid 
and light weight calf skin also will be 
very popular. Increased popularity of 
brown in ready-to-wear for Fall indi- 
cates that green footwear, to comple- 
ment the costume, will be more in de- 
mand than for three or four years.” 
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, UALITY achieved by fine materials, all- 
é leather construction and careful workman- 
bp ship distinguishes Vitality’s Children’s Shoes 
a for Fall. Sturdy shoes, built for rigorous service 
q and smartly styled to meet the sprightly notions 
, 3 of young moderns. 
QUALITY in Children’s shoes is a trade-build- 
y ing factor, for mothers and fathers measure 
4 many standards by the service of articles they 
| 7 purchase for their children. 
: Vitality Shoes for Children are offered in a large 
: assortment of styles and complete sizes. There 
is an adequate mark-up figured for the dealer. 
Our In-Stock Department provides prompt serv- 
4 ice on re-orders, and is of valuable assistance in 
your merchandising problem. 
7 é VITALITY SHOE COMPANY « ST. LOUIS, MISSOURI 
7 ‘ Branch of International Shoe Company 
7 
7 
! 
i? CHILDREN’S BOYS’_ WOMEN’S MEN'S 
7 Complete widihe AtoE AAAAA to EEE AAA to G 
+1 Prieed te size Sizes 1 to 6 Sizes 2to 11 Sizes 5 to 14 
‘7 $2 to $5 $4 $6 and $6.75 $5 and $6 
7 


VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5 


aes a 


RD SS enantio tether 
, Ris 2 5g 
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A Ten Sigl by Yohansen TOS 


made oO 


COLON AL 


PATENT 


that deep, rich brown applauded by 
women wherever shown—so beautiful 
that leading manufacturers are using it 


extensively in all over patterns to satisfy 
the demand. 

No. 99 is a perfect example of Colo- 
nial’s color mastery in patent leather. 
COLONIAL TANNING CO. 
BOSTON, MASS. 


ALL THAT FINE (eQ 


THE BABRIE 
made by 
Johansen Bros. 

Shoe Company, 

St. Louis, of 
COLONIAL PATENT 
No. 99 
(Mascara Brown) 





PATENT CAN BE 
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are going places... 





All aboard' There’s feasting in the cabin and dancing on the deck 





when Happy Heels command a shoe! All’s well with counter- 


Spaulding Counters fit the 

oe — nn A sn - 
side an outside — heel- | - 

a ee appearance, counter-comfort, and counter-wear. For Spaulding 
No resistance! No strain 


on your customer’s heel! 


Counters have that smart, flowing, flawless trimness which smacks of 
the made-to-order job. They are, indeed, custom-tailored — every 


one—to the special last of the shoe. Naturally, they are mighty com- 











Ordinary counters meet : - ? 

the last only halfway— fortable. They couldn’t be otherwise. And that combination of long- 
like this. The rest has to / 

be pulled into place—mean- 

ing tension and strain on 


your customer's heel! fibre hemp and imported flax, scientifically fabricated to form Spauld- 






ing Counters, makes them stand up perfectly as long as the shoe is 


wearable. 


Happy Heels are sailing along swiftly — spreading happiness from 


PAULDING factory to fitting stool. If you, too, want to smile, just write ‘Spaulding 


Count ers Counters” in your specifications. 


“Made in North Rochester, N. H. 







NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 


When writing advertisers please mention Boot and Shoe Recorder 
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THERE'S A 


FOR 


IN STOCK 
WIDTHS AA TO EEE 


(EE WIDTH IS NOT CARRIED) 
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WE ARE COOPERATING WITH 

THE NATIONAL BOOT AND SHOE ASK THE E.J. SALESMAN IN 
MANUFACTURERS ASSOCIATION YOUR VICINITY TO SHOW 
IN CONTINUANCE OF MINIMUM YOU THE COMPLETE LINE 


WAGES. MAXIMUM HOURS. AND 
CHILD LABOR REGULATIONS. 
UNDER WHICH THE SE MANU- 
FACTURINGINDUST 1AS BEEN 
OPERATING. OUR MERCHANDISE 

IS MANUFACTURED UNDER 
THESE CONDITIONS 


S35 Aa asin aaa SSE ee 


























ERA Rob Ponce 











# 
Pa 
4 
GOODYEAR WELTS | 
2255—Black Kid Center Buckle, 2253—Black Kid Tongue ‘Tie e 
lizard quarter trim, 14/8 leather grouse quarter underlay and % 
heel, rubber top lift. Widths tongue, 14/8 leather heel, ru!)- Fa 4001 — 
AA to EEE .........+++: $2.40 ber top lift. Widths AA_ to é Lizarc 
2256—Same in Brown $2.45 BEE ..... sees ee ceeeeeeee $2.40 5 _leathe 
wee , 2254—Same in Brown..... $2.45 Width 
4002— 
2258—White Calf Nurses’ Ox- 2259—Black Kid Gypsy Tie. 
ford, 10/8 leather heel. Rubber 14/8 leather heel. Rubber top 
top lift. Widths AA to EEE lift. Widths A to EKE...$2.40 me 
$2.45 2261—Same in Brown Combina- heer 
2257—Same in Black Kid.$2.40 ME soca cet celscessegic 4 $2.45 ait 
2262—Same in White..... $2.50 
En-Joie Health Shoes, both Goodyear Wel 
following sizes only, on the 





AA Sizes 5 to 9 
a 4\/p to 9 
B " 4 to9 
ei. > aut 


ENDICOTT -]OHNSON 
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GREAT DEMAND 


EN-JOIE HEALTH SHOES 
. TO RETAIL AT *3-°° and 34-90 


E;NDICOTT-JOHNSON offers to merchants this 

outstanding line of Health Shoes for Women 
especially qualified to fill the great-nationwide 
demand for Health footwear. 


Page 5 




















in Te pe RIE IRIS 


Style and comfort, the two most important requi- 
sites of active American women, are the partic- 

4 ular features which will make these shoes the 

. fastest sellers in your store, and they are priced 

% to meet the average woman's budget. 

q And—Endicott-Johnson’s in-stock and quick de- 

: livery service can assist you materially in the 

u promotion of a most successful Health Shoe 

i Department. 


ve 4010 
= 4001—Black Kid Tongue Tie. 4007—Black Kid Front Gore 
to Be Lizard Quarter Underlay, 14/8 Pump, Patent and calf orna- 
52.40 3 leather heel. Rubber top _ lift. ment, Silver Piping, 16/8 Con- 
9.45 ; Widths A to EEE........ $1.95 tinental Heel. Widths A & 
2. de Gast Hecen. GH fcc peeceseneeees $2.00 
Tie. 

$2.40 4010—Black Kid Gypsy Tie, 4004—Black Kid Tongue Tie, 

7% Grey Stitch, 16/8 Continental 16/8 Continental heel. Widths 
0.45 heel. Widths A to EEE. .$2.00 BW Be vs vcsccscccses $2.00 

; " 4011—Same in Brown. 4005—Same in Brown. 

2.5 


ear 
on 


Welts and Cem Pros, are carried in the 
the widths as listed: 


D Sizes 3 to 9 

E " 3b to9 
EEE " 35 to 9 

EE Width is not carried 


ENDICOTT,N.Y — Sebo IS eae 
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practical and popular products of mod- 


ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 
stitch Shoes the three essentials de- 
manded by discerning women — style, 


comfort and flexibility. 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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SHE represents the smart, fashionable American 
woman of today. 

Her motor cars, her jewels, her wearing apparel 
and her footwear are always selected because 
they represent only the best in Style, Quality and 
Good Taste. 

Yet with depleted finances SHE must shop eco- 
nomically. That is exactly why SHE represents 
a profitable market for merchandisers of TUPPER 
Footwear — Designed for Gracious Living, yet 
priced to meet economic contingencies of the day. 
SHE can most easily be induced to trade at your 
store when you offer fine footwear of this character. 
And always remember, Merchants who feature 
Tupper Footwear are safely building business and 
earning better profits. 


TUPPER, INCORPORATED 


352 FOURTH AVE. NEW YORK CITY 








SHE also wears Tupper 
in the morning as depicted 
in an advertisement which will 
be published in the August 
17th issue of BOOT AND 
SHOE RECORDER. 
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cf yh) 


to profit on phe increasing demand 
or Lila with, 


the feature shoes with 
features that bring “repeats” 











” Notice the built-up portion which 
supports the longitudinal arch, 







preventing the foot from slipping 
forward. It firmly but gently locks 
the foot in position to distribute 








the body weight on three contact 






points as nature intended. This is 
a major feature, but only one of 
many in this feature line. 









More and more women are seeking shoes with real “day- 
long” comfort. Aim at this steadily increasing market with 
Foot-builder Arch Shoes and the promotional material 
designed to help you sell them. 








Six outstanding shoes fill the requirements for your base 

stock. From the smart featured gypsy tie to the conserva- 
roe = itn: _ tive nurse’s oxford, they meet all requirements of comfort 
They give three-point tread, snugly fit- seekers. Widths from 6A/4A to C/EE in sizes from 2! 
ting heels and freedom of forepart. to 10 enable you to fit almost any foot. Retailing at $6.50 
and $7, permits a nice mark-up. Women ordinarily wear- 
ing this type of shoe are willing to pay much more for 
the comfort they find in Foot-builder Arch Shoes. In 
your trading territory there are many women who are 
prospects for Foot-builder Arch Shoes — go after this 
business — it means money in your pocket! 

















Foot Guide heels—soft and resilient on 
one side and hard gritty rubber on the 
other — wear evenly and prevent run- 
ning over. 























1 FOR FURTHER INFORMATION: 
ABOUT THESE SHOES «> 





INTERNATIONAL SHOE COMPANY 


SAINT LOUIS ARCH TYPE DEP’T MISSOURI 












When writing advertisers please mention Boot and Shoe Recorder 








